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Rough Proofs ‘Dead’ Phonograph 
and Record Field 


Approaches Peak 


The built-up shoulder continues 
Hollywood favor,” says Men’s 
Apparel Reporter, recognizing the 
movie capital’s well-earned repu- 
tation as a builder-upper. 


in 


- = 


The health appeal is being fea- 
tured in the current advertising of 
the All-Year Club of Southern 
California, which still uses just 
enough pictures of bathing beauties| New York. Dec. 3.— How RCA 
to suggest that getting healthy | Mfg Company seriously considered 
won't be too much of a chore. dropping its phonograph business 


don Field, Now Expects 
to Break Marks 


oe it has led the industry back to a 


Labor unions are thinking of ad- | point where it is fast approaching 
vertising, it is reported by the Na-|the peak that it enjoyed back in 
tional Newspaper of Advertising. | 1921, was described here today by 
Maybe they want to make sure|Thomas F. Joyce, vice-president 
that their closed shops stay open, | 8nd advertising director of RCA. 

Speaking before the Sales Ex- 
ecutives Club, Mr. 
the methods which his 
|has employed in aiding the 
\try to sell an estimated 75,000,000 
records this year. He predicted that 
1941 sales would pass the 100,000- 
,000 mark set in 1921, and 


, F.¥ 


The ILGWU is asking an agency 
to look into the idea of advertising 
New York as a women’s style cen- 
ter. At least they should be able 
to prove that the union wears its 
own products. 


indus- 


\““We haven’t scratched the surface 

v,ef¥wee? yet.” 
; ; | The phonograph was invented in 
Gillette is going to leave the elec-| 1857, but it was not until 1906 


tric shaver field, it has been an- | when Caruso made his first record- 
nounced. Is this a Christmas ges-|ing that the machines were con- 
ture of good will to the brush and | sidered something more than mere 
soap manufacturers? |toys or novelties. Phonographs 
|had previously been sold in hard- 
ware stores and bicycle shops, but 
music stores became the chief out- 
let after 1906. 


Peak in 1921 


In 1911, a Milwaukee school 
teacher showed Victor Talking Ma- 
chine Company—later to become a 
part of RCA educational pos- 
sibilities of the phonograph. That 
opened up a new market for ma- 
|chines and records, and today there 
are twice as many phonographs in 
'schools as radios. 
The peak sales 


ae ie 


A. C. Nielsen says telephone 
radio surveys are inadequate, inac- 
curate and in town. The embat- 
tled farmer demands parity in opin- 
ion polls, too. 


vgy¥seeg? 


Radio broadcasting celebrated its 
twentieth anniversary by reading a 
fine testimonial letter from Frank- 
lin Delano Roosevelt, whose sincer- 
ity on the subject can’t possibly be 
doubted. , 

sa of 1921 were 

BMI and ASCAP are calling each 
other names because of alleged use 
of Fascist production sources. A 
rose by any other name may smell 


achieved just as radio came along. | 


The phonograph industry 
radio with all its might, 
avail. 
as radio set sales rose, 


fought 


and except 


as sweet, but the enemy’s music| for a temporary improvement in 

just smells. 1925 due to heavy advertising of 

vy the orthophonic development, the 

er skid continued uninterrupted. In 
Publication of the full text of the .e ; us 


1929, according to Mr. Joyce, record 


yan-Wié i fas a ni »om- 
Logan-Walter bill was a nice com sales totaled less than 10,000,000. 


pliment to the Congressmen who | 


Mee! ; In 1931, RCA bought what was 
passed it, in spite of the fact that | port of the Victor firm. Quitting 
it is scheduled for a one-way trip | : eel ier a om 
to the White Tleuse wastestnchet | the field entirely was pondered in 


| 1932, but it was decided instead to 
attempt to re-popularize records by 


, + = - ° 
,adoption of a four-point program. 
Brunswick - Balke’s $50,000) This program involved the im-| 
bowling carnival has been de- provement of recorded music until 
scribed as “an unusually successful | it equalled or surpassed radio 
venture.”” Why not get a bit more | music, making record playing auto- 
enthusiastic and call it a ten- matic, marketing records faster be- 
strike? cause frequent radio use of new 
= 3 ® music kills a song in six weeks, 
Now that Bill McKechnie has and acquainting the public through 
traded Billy Myers to the Cubs, he advertising with the fact that rec- 
must believe that his star utility | ords and phonographs were back in 
Man will be Joost right as regular style again. : 
shoristop in 1941. All of these aims were ultimately 
accomplished, Mr. Joyce said. The 
v,vwy idea of a home library of records 
—- was promoted in a variety of ways, 
. ‘innesota Lo ads Promotion in addition to ordinary advertising 
uns for 1941 Tourists. 


It's to be hoped they aren't the (Contnusd on Page 28) 


RCA, About to Aban- 


in 1932, but having decided against | 


Joyce described | 
company | 


added, | 


but to no| 
The record business fell off | 


sam guns put into the hands of 

thos over-zealous deer hunters. DIRECTORY OF FEATURES 
Ad-libbing 12 
"2 Basic Business Index 28 
lotherhood has lots of advan- | Business Digest 20 
tag insists Parents’ Magazine. | Editorials 12 
One of the most important is that | Getting Personal ; 24 
not even Charles F. Kettering could a for Advertisers - 
Ma her worry about technologi- | Photographic Sodaw rT 
cal unemployment. Rough Proofs ) 
Copy Cus. Voice of the Advertiser 18 
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This unusual full-page in the Riverside, 
| Cal., Press makes a strong appeal against 
purchasing from peddlers by quoting 
the profit on lingerie which accrues to a 
peddler, compared with that of an 
established merchant. 


Manufacturers to 
Urge Changes in 
Anti-Trust Laws 


New York, Dec. 5.—That the Na- 
tional Association of Manufacturers 
will take official cognizance at its 
annual meeting here next week of 
the aggressive anti-trust program 
of the Department of Justice was 
indicated today when the NAM 
resolutions committee 
recommendations that will be sub- 
mitted at the convention. 


follows: 

1. Amendment of the Sherman 
Act to restore the “rule of reason,” 
thereby counteracting the effect of 
the decision in the Madison 
cases. 

2. Reversal of the NAM’s pre- 
|vious position favoring an “advis- 
ory tribunal” to fix the attitude of 
the federal government toward 
/proposed contracts, combinations or 
agreements under anti-trust laws. 

3. Enactment of a new statute 
|to establish a procedure whereby 
|industries may improve competitive 
conditions by agreement and obtain 

(Continued on Page 26) 


| Finance and Commerce, 


outlined four 


Highlights of the proposals are as) 


oil 


| Monday, 


| pality 
being directed toward maintenance | changes 

| 

| their 


Disagreement Is Ga neral 


at Trade Barrier Session 


Uniformity 
Suggested as Possible| 
Answer to Puzzle 


BY MURRAY E. CRAIN 


Dec. 4.—Marked 
disagreement, not 


Chicago, 
constant 


by | 
only 


between representatives of compet- | 


ing businesses, but by the numerous 


college professors on the program, | 

annual symposium of the | 
Mon- | 
“Tax Barriers | 
majority | 
seemed to favor uniform state taxes | 


the fifth 
Tax Institute 
day 
to 


was held here 
and Tuesday on 
Trade.” While the 
as long as there must be taxes, even 
this 


view failed to win complete 
unanimity. Some of the assembled 
experts took the attitude that the 


crazy quilt of taxes which has been 
superimposed on the map of the 
United States represents the solu- 


tion to varying needs and problems | 

newly crystallized program will be 
the | 
}of Girl 
Girl 
llined for 


of the several 
The Tax 
ax Policy 
ated with 


states. 

Institute, formerly 
League, recently affili- 
the Wharton School of 
of the Uni- 


ar | 


versity of Pennsylvania, under a 
grant from the Alfred P. Sloan 
Foundation. 


Robert C 
versity, reported 
trends seem 


that judicial 


taxes. Frank Bane, executive direc- 
tor, Council of State Governments, 
discussed the possibility of action 


toward this end by legislatures and | 


administrative officials, 
nold E. Carlson, Johns Hopkins 
University, expressed the opinion 
that the federal government will 
exercise pressure for this desired 
uniformity. 


The Unwritten Law 


Robert L. 
initiated the 
making the 
statement that policies, 
laws, need revision. 
power of virtually 
and state, 


Gov. 
braska, 


Cochran, of Ne- 


as well 
The police 
every munici- 
he asserted, 


as 


is 
of artificial trade barriers. 
Mark Eisner, New York lawyer, 
asserted that the problem is almost 
(Continued on Page 29) 


Chicago, Dec. 6.—Swift & Co. 
Boston to Chicago to take charge 
Coerne, who has been 
sidiaries for five 
at Boston 


years, 


has transferred 
of 
advertising manager of 
is succeeded by F. 


Last Minute News Flashes 
Coerne to Direct Swift Associated Copy 


John S. Coerne 
associated plant 


from 
advertising Mr. 
several Eastern Swift sub- 


W. Stetson, Jr., in the office 


Report Progress on Newspaper Visualization 


New York, Dec. 6.—Definite 
circulation visualization plan wa 


progress 
reported following a 


in developing a newspaper 


meeting yester- 


day of a special seven-man committee with the six ABC newspaper 
| directors. Every member was present. A final conference is planned 
for the near future when final steps will be taken to put the visualiza- 


tion plan into effect. 


Detroit Brewer Places Account with BBDO 


Detroit, Dec. 6. 
its advertising account with Batten, 
Ken Ellis will be account executive 
public taste preferences 
the trade and consumer, 
plete advertising and 


Eckhardt & Becker Brewing Company has placed 
Barton, 


Durstine & Osborn, 
A survey will be made 


Chicago. 
to determine 


and the popularity of various brands both with 
a step preliminary to development of 
promotion program. 


a com- 


Travers to Shift to New York Office 


Detroit, Dec. 6.—Ellis 


Mr. 


agency field. 


J. Travers, 
Ryan, will shortly be transferred to New 
no announcement as to his successor 


Detroit manager of Ruthrauff & 
York. The agency has made 
as manager of the Detroit office. 


Travers was with Nash Motor Car Company before entering the 


of Levies 


Brown, of Indiana Uni- 
|help them get their money’s worth 
to be placing emphasis | 
on the need for uniformity in state 


conference | 
significant 
jof the 


| movement.” 


Girl Scouts May 


Link Efforts with 


Consumer Forces 


Five-fold Program for 
630,000 Members Set 
Up by Headquarters 


New York, Dec. 5.—The 630,000 
;members of the Girl Scouts may 
become an important new arm of 


| the consumer movement if the plans 
\of 


national scout leaders are car- 
ried through to fruition, it was 
llearned here this week. 

Expressing the belief that their 


geared primarily to the interests 
Scouts between 15 and 18, 
Scout headquarters here out- 
ADVERTISING AGE the fol- 
lowing five objectives: 


1. To help girls learn where 
they can find technical information 
and to frame attitudes that will 


in quantity and quality. 
2. To help girls to a clearer 
uncerstanding of the processes 


which go into the production of 
| consumer goods. 
3. To help girls consider, in 


while Rey- ‘human terms, their relationships to 


\the makers and sellers of goods and 
to find out something about them 

as people, how and where they live 
and why; to 


give girls some ap- 
preciation of industry’s needs and 
attitudes as compared with their 
own. 


Study Consumer Activities 


4. To acquaint girls with some 
ways in which consumers 


are endeavoring to serve them- 


|selves better as buyers and users of 


what 
may be needed in 
of the 
goods to 
the common 
of consumers in 
needs and rights of 
groups in our society. 

5. To help girls become 


to determine 
, if any, 
practices and in those 
agencies that distribute 
the public; to consider 
needs and rights 
relation to the 
other 


products; 


ac- 


quainted with some of the ideas re- 


garding the economic and_ social 
position of today’s consumer, in- 
cluding trends in consumer organ- 
ization and government aid and 
protection of the public in its role 
as consumer. 

The development of these 
tives will be carried out in 
locality by regular volunteer 
leaders. No special qualifications 
will be required for women who 
undertake to guide Girl Scouts in 
their consumer education projects, 
but it expected that wherever 
necessary the assistance of local 
experts will be enlisted. 

According to national scout lead- 
ers, Girl Scouts have already 
dabbled in such experiments as 
visits to grocery stores to find out 
price differences between foods 
sold in bulk and in packages; 
investigation of sanitation and mar- 
keting laws; testing brands of stock- 
ings for wearing qualities; study- 
ing consumer cooperatives in this 
and other countries. 

Girl Scout headquarters observed: 
“We are not affiliated with either 
the pros or cons of the consumer 


objec- 
each 
scout 
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ADVERTISING AGE 


December 9, 1949 


Cumulative Index 
Newest Feature of 
Newspaper Study 


New York, Dec. 5.—In embarking 
on the second year of its continu- 
ing study of newspaper readership 
the Advertising Research Founda- 
tion this week indicated that 
tain conclusions and_ trends 
beginning to appear and, conse- 
quently, hereafter cumulative in- 
dices to all studies will accompany 
individual newspaper surveys. 

The first report which incorpo- 
rates the new format is Study No. 
25, covering the Canton Repository, 
issue of Aug. 20, 1940. In addition 
to the usual page by page analysis 
of reader traffic, the Foundation 
offers a summary of the findings in 
the 24 previous studies, which will 
be built up as the project progresses. 
The index of advertising reading, 
for example, records the percent- 
ages of men and women attracted 
to any advertising, any national, 
any local and any department store 
copy in the first 25 studies. 

Comparing the Canton Repository 
survey with those which preceded 


cere 


are 
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How cumulative figures are now being 


shown in the continuing study of news- 
paper readership. 

it, the Foundation shows that the 

latest findings follow the general 


pattern of preceding studies, with 


77 per cent of men and 94 per cent | 


of women having observed any 
advertising. The Canton newspaper 
attracted 57 per cent of men and 


61 per cent of women to any na- 
tional copy, both figures slightly 
above the norm for the 24 preced- 
ing studies. The Repository record 
for local advertising was 
slightly above the average insofar 


also 


as women were concerned, while 
the newspaper followed the gen- 
eral trend for department store 
copy. 

In addition to the advertising 
readership record, the new report 
covers all editorial content. 

“As the continuing study enters 
iis second year,” the Foundation 
remarked, “it is apparent that some 
of the basic objectives sought by 
the Advertising Research Founda- 
tion, with the cooperation of the 
Bureau of Advertising, are being 
achieved. The 25th volume itself 


indicates the confidence with which 
the supporters of the study are now 
willing to draw broad conclusions 
with respect to characteristics of 
general readership. Assurance is 
given that the statistical 
becomes wider increasingly 
tailed conclusions will be 
available.” 


basis 
de- 
made 


as 


Arthur J. Baker has opened 
offices at 509 Fifth avenue, New 


York, as New York representative 
of a group of outdoor advertising 
companies. 
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Manacer, Los ANGeLes Orrick" 
Ihree years, University of 
Wisconsin 
Five years, Chicago Tribune 
Five years, Marshall Field & 
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Free & Peters since Septem ‘ 
ber, 1038 os 
*Hal Hoag became the Manager of 8 
our Los Angeles Office on Decen fg 
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Hal Hoag cut his advertising teeth with the Chicago ‘Tribune, then f , 
decided to learn merchandising with Marshall Field & Company. | EXCLUSIVE > 
When we first knew him, he was doing most of the behind-the-scenes sean teepapeaaneaniaaaert a 
Nettie a ; WGR-WKBW .........66-. BUFFALO |~ 
work for a hard-driven buyer, and we knew right then that we WOK oe ceeeseeeceenes CINCINNATI 
wanted him in our organization, to help us help you with your spot KMBC ............)) KANSAS CITY | 
, ' ‘ WAVE .. 6 LOUISVILLE 
radio. WTCN ....MINNEAPOLIS-ST. PAUL 
SN: Gcnntaencieecencaaee PEORIA 
arr ST. LouISs 
As almost everybody agrees, spot broadcasting is the most economical eats sia nila SYRACUSE 
and most effective technique in radio. But unfortunately, it’s not ... 1OWA... 
the easiest. It requires more work, more time, more thought than LA ' : ye dts 
other systems. And that’s where F&P come in. Our job is to iene SHENARSOAN 
take some of the load off your shoulders—to help you determine ... SOUTHEAST... 
your best markets, to furnish you the information by which you can + Cn As ea 
easily select your best stations, to help you discover new program ha he eke 
ideas and proper talent, to relieve you of the correspondence and SOUTHWEST 
detail of “clearing time’, ete. In short, to help you make your us« aexe ... FT. WORTH-DALLAS 
of spot radio as easy as it is resultful. oto. ooo SUA Eee 
ome ° : ; «~«.PACIFIC COAST... 
That's why Hal Hoag and each of our fourteen top-notch men is wr Les ANGELES 
j , . i wv ine : j “selling” KOIN-KALE .. PORTLAND 
more inte rested in doing something to help you, than in selling core KALE i Kub eA PmANeteoS 
you, It's the way we work in this pioneer group ot radio station KIRO - : . SEATTLE 
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Chicage: 150 N. Michigan 
Franklin 6373 


New York: 


? Park 
Plaza $1 


24 
5-41 


Detroit: New Center Bldg. 


San Francisco: 171 Sutter 


Trinity 2-8444 Sutter 4353 


Los Angeles: 650 S. Grand Allanta: 322 Palmer Bldg. 


Vandike 0569 Main 5667 


Heinz Looks to 
Largest Volume 
in History in ‘41 


Pittsburgh, Pa., Dec. 3.—The 
largest volume in the long 
history of the company during 1941 
was envisioned by sales executives 
of the H. J. Heinz Company at the 
annual week-long conference of 
regional and branch managers and 
head salesmen from all parts of 
the United States and Canada held 


sales 


at the company’s general offices 
here this week. 

Although failing to go into de- 
tails, Heinz officials forecast that 


a national advertising program, 
broader in scope than ever before, 
would be employed during 1941 to 
bring the company’s sales messages 
before the consuming public and to 
expand the company’s sales as a 
means of keeping employes gain- 
fully at work. 

In addressing 
Howard Heinz, 


the conference, 
president, said: 


Expansion Ahead 


“With our government pouring 
out billions of dollars — $15,000,- 
000,000 are now scheduled—in con- 
nection with armament orders, 


there is bound to be a much larger 
volume in all lines of business, but 
profits are uncertain. Current taxes 
limit profits and we do not know 
how high taxes will go. We must, 
however, seek our share of going 
business to keep our people em- 
ployed—they expect that from us 
and it is a subject in which we are 
vitally concerned. To be successful, 
we must the new problems 
arising from changed trade, eco- 
nomic and political conditions.” 

Conceding the difficulty of main- 
taining normal life and business at 
this time, Mr. Heinz added: 

“Only a few months ago there 
were those who criticized business, 
claiming it was promoting war for 
prospective profits. There are few 
such claims today. The nation is 


solve 


realizing that there is no profit 


war, or the preparation for « 
flict.” 

Because of the large increas: 
demand for food products in 


Detroit area, where the automol 
industry is expanding, Heinz 
established a new _ sales reg 
there, with C. S. Anger, pres 
Detroit branch manager, elevat 
to regional manager. 


Liebmann Goes to 
Y & R;: Richardson, 
Lewis, Ferris Shif' 


New York, Dec. 4.—The adver! s- 
ing cauldron bubbled lustily « 
again this week ceveral age 
executives switched posts and 
well known account found a 
resting place. 

George Richardson, ace t 
executive at Lord & Thomas, d 
William Lewis, contact man at ‘he 


as 


same agency, resigned their pi 
Mr. Richardson, who had bon 
identified with the Liebm: nn 


Breweries account for several ye 
joined J. Walter Thompson Corn- 
pany, where he will become act ve 


on the newly-acquired Old Gold 
account. Mr. Lewis, whose [.&T 
duties encompassed the Roi-' in 
cigar and National Biscuit Com- 


pany accounts, went to Biow Com- 
pany, where he will be assigned to 


a newly-acquired account not vet 
identified. 

Meanwhile, it became kni 
Liebmann Breweries has switclied 
from Lord & Thomas to Younes & 
Rubicam. 

Ai the Ted Bates agency, w } 


opened for business this week, it 
was learned that Clint Ferris, vice- 
president of H. W. Kastor & S 
Advertising Company, has resigned 
to become a member of the B 
copy staff. 


Bassett to MacFarland 

Frederick P. Bassett, Jr., 
merly associated with the William 
R. Harshe public relations org 
zation, has joined the public 
department of Hays MacFarland & 
Co., Chicago. 


Yall Goruer, 


S852 


Y 
- JVEAMBOATS (THEN NEW), three-masted 


schooners, foreign and domestic sails, crowded the harbor 


ol 


Fall River, Mass., in 1852. 


Many new textile mills 


brought activity and prosperity to the city and harbor. 


“Modern” smokestacks can be seen in the mid-distance. 


This view, from Bristol across the Bay, 


1S one of a 


serics ot prints of century old CILICS appearing in two color 


olfset on the covers of 


business men have 


Deun’s Review. 


welcomed their 


Collectors and 


Appearanee, many 


have hung them in their offices or homes. 


A few copies of this print, matted for framing, are 
available; the publisher will send one upon request to 


executives applying on their business stationery. Kindly 


address: 


Dwun’s Review, 290 Broadway, New York, N.Y. 
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“WHY PULL YOUR PUNCHES 
WITH A MEDIUM THAT PULLS?” 


A cosmetic advertiser, on an srvestment of $32.20 in 
ONE Shopping Newspaper, with a circulation of 
300,000, received 50‘. greater return than from an 
expenditure of $119.00 in another medium, with a cir- 
culation of 1,054,762. 


ONE food manufacturer increased his sales 300‘:, 
with ONE schedule in ONE Shopping Newspaper. 


A manufacturer of a household item used ON E Sho p- 
bing Newspaper and reported: “Store sales went up 
as much as seven times over normal!” 


= 
- ONE manufacturer, in ONE campaign, in ONE i 
. ; ' ante . 
0 Shopping Newspaper, moved 60,000 cans of paint bia 


from the dealers’ shelves. 


A manufacturer of a household appliance could not 
get the largest dealer in the city to stock the item. 
Dealer said it was too high-priced, so the manufac- 
turer advertised it in the Shopping Newspaper. Re- 
sult: The dealer received 50 calls for the item IN ONE 
DAY, stocked it and subsequently promoted it in his 
own advertising copy ino... the SITOPPING 
NEWSPAPER! 


These manufacturers, like scores of others who came 
to test, remained to advertise ... in a network of 
Thank you, Mr. Gore, for the suggestion... Suopping Newspapers. 

thank you again for the headline... and 
thank you particularly for a sentiment so ap- 
propriate at Yuletide ...Thought for Others! 


The above are only a few of many similar ex- 
amples and tf none of them fits your particular 
problem, we almost certainly have others that 


will. Simply write or send for us and we promise 
A FOOD (an ingredient product) was advertised to make your curtosity worth while. 
in five cities last month, one Shopping Newspaper and . 
. 4: Pipe ae. Shopping Newspapers can be bought a la carte. . . 
one other medium being used in each city, offering a a tale et, 
. ; . Singly . . . Sectionally .. . Nationally. 
recipe book on mail request. Here are the returns to aa 


date: Shopping Newspapers: 2,972 . . . the other 


mediums : 39. SP = 
26 ° i ee ; _ 
IN ONE DAY 30,000 goldfish bowls were sold, by i 7 8) Lt ra a 
ONE advertiser, from ONE advertisement, in ONE J . | sy) oD, ots | 
Shopping Newspaper. K a tek ¢ eee 
; . soto secs 
ON. advertiser sold 40,000 men’s shirts in ONE i? °, . me £°, MY | 
DAY from ONE advertisement, in ONE Shopping | \oe . . - | 
News paper. a . _ J 
a . y 
ONE advertiser sold 7,200 cakes of toilet soap from 4 a :- { 
ONE advertisement, in ONE Shopping Newspaper. | ~ | \ . Ls \ | 
Pg \ 
A GROUP of advertisers ran a coupon simultane- | ae “J | 
ously in ONE Shopping Newspaper and in TWO ™ acer 
other newsprint mediums in the same city ... 78.95‘: JAMES A. COVENEY CO., 444 \Apison Avenve, N. Y. 
of the total returns were from the Shopping News- 39 SouTH STATE STREET, CHICAGO 
paper, consisting of 16,547 coupons. 225 SouTH ISTH STREET, PHILADELPHIA 
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ASCAP and FCC 
Cause Huddles 
of Radio Men 


New York, Dec. 6.—Radio’s music 
battle and the relations between 
the industry and the FCC stood out 
today as headline topics as broad- 
casting leaders from all parts of the 
country participated in meetings 
that will probably continue over 
the weekend. 

The series of conferences, all 
held behind closed started 
with a meeting of officers of the in- 
jependent radio network affiliates, 
following which station representa- 
tives met with their respective net- 
works at CBS and NBC headquart- 
ers. IRNA officials said no com- 
ment on their meeting would be 
forthcoming until after the network | 
sessions were completed. 

Meanwhile the NAB board of 
directors met to discuss last-minute 
details of the ASCAP situation, the 
FCC monopoly report and several 
organizational problems, with re- 
spect to BMI and its operations 
after the first of the year, it was 
noted that a peak of 435 subscrib- | 
ers are attained this week, repre- 
senting more than 90 per cent of all 
broadcast advertising volume. 

Since BMI operations began, it 


doors, 


$2,000,000 Set as 


5 
was reported, 400 new musical 
numbers have been issued, repre- 


senting the work of 370 authors and 
composers. BMI now has 220 em- 
ployes. 


Martin Band Contract 
Reflects ASCAP Row 


Tony Martin, whose band will re- 
place the Woodbury Hollywood 
Playhouse weekly half hour over 
NBC beginning Jan. 1, 1941, has 
caused to be inserted in his con- 
tract a withdrawal clause should 
the quality of music available suf- 
fer as a result of the broadcasters’ 
ban on ASCAP music. 

Andrew Jergens Company, Cin- 
cinnati, is the sponsor. 


Stedman to Philadelphia 

D. M. Stedman, for the past seven 
years Southeastern district sales 
manager for the Curtis Publishing 
Company, has been transferred to 
Philadelphia as assistant to the 
manager of the sales division of 
that company. He is succeeded in 
Atlanta by Guy D. Hicks, of Pitts- 
burgh. 


. . . 
Ship Line Plans Drive 

The American South African 
Line, New York, plans to use na- 
tional magazines, business publica- 
tions and newspapers to advertise 
passenger service to South African 
ports. Gotham Advertising Agency, 
New York, has the account. 


Cost of Audimeter 
Listener Checking 


Nielsen Ready to Put 
New Service on Com- 
mercial Basis 


Chicago, Dec. 5.—The Nielsen 
tadio Index, which has been oper- 
ated by the A. C. Nielsen Company 
on an experimental basis for the 
past two years, and represents re- 
search in the design and operation 


of the Audimeter for four years, 
with an investment of approxi- 
mately $1,000,000 


will be available 
early in 1941. 

This important announcement, 
with some sensational findings re- 


ported as a result of tabulations of | decisions,” 


listener data based on the use of 
200 Audimeters in the Chicago area 
in 1939 and 1940, was made by 
Arthur C. Nielsen, head of the com- 
pany, in addressing the Chicago 
Federated Advertising Club today. 

Mr. Nielsen indicated that the | 


Jn 


Becat SE the five com- 
the 
A.B.C. 


City Zone have a combined 


munities within 3- 


mile radius of its 


population of more than 


115,000, Troy ranks with 


the “big time” as a major market. 


No juggling of rates and coverages are 
necessary to determine how you'll sell 


Troy, for The Record Newspapers (the 


city’s sole dailies), hit it 
nose,” reaching nearly 9 ou 


City Zone homes, 


This single-emedium cov 


l2e per line makes Troy Ne 


lowest cost major market. 


35.847 Copies Daily 
Sept., 1940, A.B.C, Publisher's Statement 


THE 
RECORD 


IGT 


THE TROY RECORD CO 


“right on the 


t of 10 of ALL 


erage at only 


~w York State's 


J A. VIGER, 


THE TROY RECORD 
newsparers |THE TIMES RECORD 


ADVERTISING MANAGER 


commercially | revenue of the industry. 


{full service required by the broad- 
casting field would require the use 
lof from 3,000 to 5,000 instruments. 
|The number in use beginning next 
|year will be 1,000, and additions of 
| 1,000 will be made at intervals of 


jabout six months until the total 
| necessary to give a complete cross- 
the United States is in 


section of 
| use. 
Cost $2,000,000 a Year 


On the basis of the maximum 
number to be installed, detailed 
information will be supplied on all 
network programs, and on local 
programs in the 15 or 20 principal 
urban markets. The total cost of 
the service will be about $2,000,000 
a year, as compared with approxi- 
mately $75,000 a year which it is 
estimated is now being spent in 
researching radio listening. This 


would represent a charge of 2 per 


for that period, | cent on the $200,000,000 advertising 


“There are serious errors 
limitations in the existing forms of 
research which are guiding radio 
said Mr. Nielsen. “To 
illustrate, consider the telephone 
methods, which are most used 
among radio research techniques: 
They are limited to telephone 
homes; they are limited to large 
cities; shifting samples are em- 
ployed; the respondent is not always 
the listener; the memory 
overemphasizes big-name programs 


and recently heard programs; cov- | 


erage is inadequate; accurate classi- 
fication of homes is impossible; co- 
incidental surveys are limited as to 
the hours of the day when they can 


be used; there is no measure of the | 


sales effect of radio advertising; 
there is no reliable measure of sta- 
tion or network coverage; and no 
information is supplied which will 
provide reasons and remedies for a 
program with a poor audience or 
poor sales results.” 

A feature of the Nielsen 
Index will be a series of 
bathroom and_ boudoir surveys 
which will be made each month 
when the record of listening is 
taken off the recording instrument 
by the Nielsen representative. In 
addition, data on newspaper and 
magazine’ circulations in radio 
homes will be included. Special 
methods of compensating listeners 
for this information and the use of 


Radio 
pantry, 


their radio sets have been devised, | 


one being continuous maintenance 
of the receiver. 

Some of the unanswered ques- 
tions to which the Nielsen Radio 
Index will supply the answers, Mr. 
Nielsen said, are as follows: 


Will Supply Answers 


1. Total listening—each hour of 
the day, each day of the week and 
each month of the year. 

2. The number of sets tuned t 
each program. 

3. The kinds of people tuning to 
each program. 

4. The audience during 
minute of the program. 

5. The audience turnover. 


each 


and | 


factor | 


6. The audience delivered by 
each station and each network—at 
each hour of the day, each day oi 
the week, etc., to furnish dat: 
analogous to that supplied regarding 
publications by the A.B.C. 

7. The sales effectiveness o 
each program. 

The development of the success 
ful Audimeter, originally invente; 
by Professors Elder and Woodruf! 
at the Massachusetts Institute o 
Technology, has been aided by, 
intensive cooperation of the re 
search staffs of many importan 
companies, including General Elec 
tric, Westinghouse, Eastman Kodak 
DuPont, Standard Oil of Indian: 
Johns-Manville, Western Union, In- 
ternational Printing Ink and Inte: 
national Business Machines Con 
pany. 

Each Report 3,000 Pages 


Mr. Nielsen said that the report 
to be prepared at 4-week interva! 
by Nielsen Radio Index woul 
comprise 7 volumes of 3,000 page 
including 1,000,000 figures. Eac 
instrument, he said, would supp! 
information each year equivale: 
to that obtained from 500,000 coin- 
cidental telephone calls. 

Some of the data developed 
test operation of the Audimeter 
shown in chart form on Page 14 . 
this issue. 

Hanovia Names Agency 

Hanovia Chemical & Mfg. Com- 
|pany, Newark, has named Lloyd 
Chester & Dillingham, New Yor! 
to direct its account. Magazin 
and newspapers will be used. 


KRNT, Des Moines, which hi: 
been granted 5,000 watts power at 
night, is building a new transmitte: 
|plant which will double its rang: 


Choice of 


Paper Stoc 
Mewscotor 


Take your choice of 25 lb., 
32 Ib., 35 Ib., 40 Ib., or 45 Ib. 
paper, for a Newscolor 
broadside printed on high- 
speed rotary color presses. 
We'll gladly send = you 
actual copies of broadsides 
printed on all of these 
grades of paper. 


See what advertisers in 
your own field are doing 
with Newscolor advertising. 


SHOPPING NEWS 
Rewscolr “Division CLEVELAND 


BALTIMORE?’S técnd-oui 


“P, hi . Li “Dp - 
“CLUB 270° 


A DAYTIME, LIVE-TALENT VARIETY SHOW 
At 12:45 to 1:30 P. M., daily except Tuesday and Sunda 


FEATURING: George Van Dorn and his N B C orchestr: 
Kiki and his Siboneys; Georgia Swingsters; Marion Daw! 


Carroll Warrington Singers; 
Ceremonies. 


RATES: 


“LIVE” ANNOUNCEMENTS: 

50 words, $12.50; 5 times weekly $50. 
100 words, $17.50; 5 times weekly $70. 
Regular time and/or weekly discounts 
apply. 

Special 13 week contract; 
$570; 100 words $798. 
TRANSCRIPTIONS: 

1 minute or less, $20. 


50 words 


and George Fuller, Master « 


WFBR 


BALTIMORE 


National Representatives 
EDWARD PETRY & COMPANY 


* ON 


————— 


THE NBC 


RED NETWORK *® 
me 
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COMPLETE 3-WAY COVERAGE 


INSTITUTIONS Magazine offers complete 3-Way coverage 
of readers, subjects and institutions. 


1. Among Readers, it reaches over 250,000 owners, operators, 
purchasing agents, housekeepers, dietitians, superintend- 
ents, outfitters and others who control the purchasing and 
specifying of equipment. 

2. Among Subjects, it is confined exclusively to equipping, 
furnishing, decorating, maintaining, remodeling and man- 
aging. 

3. Among Institutions, it reaches the following types with over 
60,000 copies monthly: 


Hotels Apartment buildings 
Restaurants Railroads and dining car 
Cafeterias, Industrial & systems 

Public Steamship lines 
Hospitals 


Power and gas companies 
Sanatoriums 


Schools & Colleges 
Homes for Aged, Fraternal, 
Veterans’, Blind, etc. 

Y.M.C.A.'s and Y.W.C.A.'s Asylums 

Clubs Penal institutions and jails 
Outfitters or jobbers 
Janitor supply houses 
Commercial buildings 
Real estate depts. of 
insurance companies 


Government institutions 


Wholesale departments of 
department stores 


Power and gas companies 

Motels (Motor Courts) 

Architects specializing in 
institutions 


Manufacturers’ agents 


YOUR 


Business 


IS 


Now... 


. because a healthy business is like a healthy man... The time to take out 
insurance is when you are best qualified and best able to afford it .. . with an eye 
to future benefits 


. and because a business which should be better is like a man who needs 
immediate protection. Big dividends, early maturity and other quick returns are 
paramount. 


INSTITUTIONS Magazine, through its advertising columns, provides long-term 
benefits as a prestige builder . . . it brings immediate returns through 
acceptance among those who buy and specify equipment . . . it pays big 
dividends as a result of wide circulation among large consumers . . . it gives 
essential coverage through an editorial program confined to equipment news 
and product information . . . it assures security which can only come from 
presenting your sales message consistently to over 250,000 reader-buyers 
. . « it makes available to you the stability of an old line company with 51 
years of successful publishing experience. 


Insure your business NOW .. . advertise your products 
in INSTITUTIONS Magazine, the ONE publication 
offering you coverage of all types of institutions. Write 


today for “Our Tell All Album’ — or Consult Your 
Advertising Agency. 


+ MAINTAINING . 
Circulation of this Issug = 
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Dens \pendin? Boosts 
Washington, D. C.. Sales 


VER-PROSPEROUS Washington needed no defense boom to 


show sales increases for 1940. The population growth — 


largest of any major city, up 36°, since 1930 in the District of 


Columbia and 43°, 


for metropolitan Washington—is enough in 


And the 


itself to make business hum in the Nation’s Capital. 


a factors that make Washington a good market at all times—high 
* per capita wealth, high per capita expenditures, stability of work 
: and income—operate in 1940 as usual. 


But when the millions for de- 


fense are added to Washington's 
For instance + °° 


normal prosperity, the Capital 


partment Store 
Sales 


1940 vs. 1939 
rT NE" UP 5.2% 


p. c. De becomes an even more import- 


ant market — right now and dur- 
ing 1941. 


You can get more sales 


; per advertising dollar in Washing- 
‘ UP 16.6) s i 
JULY ton, especially when you use The 


UP 20.876 
yp 8.77 
uP 15.17 


rarted 
program Srarte 


Washington Post — the paper that 


AUG. 
SEPT. 
OCT. 


, Defense 


gives you most reader purchasing 


power per advertising dollar. 


The Washington Post 


Washington's Home Morning Newspaper 


Ba Osborn, Scolaro, Meeker & Co George D. Close, Inc. 
| ess 
j SALES FIGURES { 1939, just released. Washington's sales 
0 A > F I reieased, ashingvton s sate are 
; i L RES from 
Le - F 
: as BUSINESS CENSUS wp 220. from 1985, 210 from 19208 Ppa 
ov District of Columbia stores have a sales volume Pacis 7 rare ao 
of more than four hundred million dollars an ures, by types of business, for Washington, D.C. 
es 
a nually, according to the UU. S. Business Census Ro ( Phe Washington Post 


Radio ‘Monopoly’ 
Hearings Show 
+ Industry Divided 


Talent 
Bureaus, Network Con- 


Transcriptions, 


tracts Discussed 


“The Federal Communications 
Commission can regulate only the 
physical aspects of broadcasting,” 
John J. Burns, counsel for CBS, 


stated. He added, however, that he 
saw in one of the suggested rules 
“an effort of the Commission to 
smuggle in the regulation of adver- 
tising rates.” 


Paul Segal, counsel for Indepen- 
dent Radio Network Affiliates, 


stated that his organization opposed 
all suggested regulations on the 
ground that they were “undesirabl 


rather than illegal.” He assured 
the Commission that the affiliates 
Washington, D. C., Dec. 4— did not desire that networks be 
Divorce of radio broadcasting from hamstrung, and he predicted that 
radio transcription business and any additional regulations would 
limitations on the control of broad- | discourage the formation of nev 


casting systems over artists through 
re- 
quested of the Federal Communica- 


their use of contracts were 


chains rather than provide a bette: 
competitive basis. 


The president of Independen: 
tions Commission by the counsel for Radio Network Affiliates, Inc 
associations of radio transcription| Samuel Rosenbaum. assured th: 
producers and of artists yesterday | Commission that all affiliates ar 
at the two-day hearings on the FCC | now able to bargain among. th 
monopoly report. At the same sSeS~ | three major networks to their ow: 
sions the counsel for the National advantage. 
and Columbia broadcasting compa- 
nies challenged the authority of Mutual Urges Changes 
the FCC to enact rules regulating Louis G. Caldwell, counsel fo 
their operations. the Mutual Broadcasting Systen 

The Associated Music Publishers, told the Commission that. he ad 
Inc., and the Association of Radio mitted certain errors in the diges' 


Transcription Producers 


of Holly- 


and committee report but that hx 


wood, Inc., requested a position of did not think they were funda 
“fair competition” with the net- mental. He sided with the Com 
works in the transcription business. | mission in most of its accusatioy 


Waddill Catchings, counsel for the 
former, declared that the 


of the broadcasting 


practices 


and findings and recommended ce: 
tain regulations to bar some of tl 


systems were practices of the NBC and CBS. 
“not fair to the transcription busi- The hearings were opened wit 
nesses.” He accused NBC and CBS statements by Telford Taylor, ge1 
of having a stranglehold on the eral counsel for the FCC. and Jose} 
industry by being in a position tc | Rauh, assistant counsel. Mr. Tayl: 
make a “package offer’ of talent prefaced his remarks with the stat 
and time or transcriptions. He ment that the purpose of the or: 
stated that the “transcription busi- arguments is to discuss the issu 
ness is of the greatest importance of fact and policy contained in t! 
to little stations,” yet in practice committee report. Mr. Rauh out 
the two networks “attempt to dis- | lined the authority of the Commis 
credit transcription programs.” sion, declaring that there were n 
Dominate the Field legal obstacles to prevent the issu 
ing by the Commission of regul 
Networks dominate the time of |tjons to place restraints on chai! 
the affiliates on the one hand and | organizations. 
then enter the transcription § busi- eens 
ness in unfair competition on the 
other, Mr. Catchings pointed out Husband & Thomas 
He declared that the “networks Re-established in N. a 


dominate 


transcription programs to 


David C. Thomas, formerly pres 


the extent that transcription pro- | gent of Husband & Thomas Con 
grams must be relinquished for) pany, has re-established the agen 
network programs.” But “blanket |) under the same name at 350 Madi 
options on the time of the affiliates son avenue, New York. Original! 


of chain broadcasts to the exclusio* 


founded in Chicago in 1914 an 


of transcription programs,” he said, |t’@nsferred in 1927 to New Yo 
“should not be permitted.” | the neg changed its , meng Bs 
Racy A Brown & Thomas Advertising Co 
Ben S. Fisher, speaking for the poration in 1939 when Stanle y 
Association of Radio Transcription | Brown joined as _ president M 
Producers of Hollywood, Inc., re- Thomas was executive vice-pre 
siested further modification of the dent and treasurer until Octobs 
FCC regulations respecting trans- | 1940, when he resigned 
ciiption announcements by omitting H. L. Kneeland, who was vic 
; ; president of Husband & Thon 
announcements at the beginning of ; 
will hold the same position in 
the program “that this is a trans- new agency He has been 
cribed program.” Transcriptions, Williams & Saylor. New York. 
he said, are the life blood of small the interim , 
radio stations and are their only - 
ee of competition against Custom Maid to Klein 
Martin Gang, appearing for the _ The Custom Maid Brassi 
Independent Artists’ Representa- Company, of | Philadelphia, 
en appointed the Philip Klein Ady 
tives, appealed to the FCC for relief tising Agency, Philadelphia, 
in preventing the networks from|handle its advertising. Busi! 
establishing artists’ bureaus, which) papers and counter display 
constitute unfair competition and) will be used 
threaten to destroy the independent = 
bureaus. He insisted that the FCC 
had the authority through its . 
licensing powell to regulate the What 18 
situation “The practices of the 
big network broadcasting systems,” “One Sales Job which 
he said, “are completely controlling 0.8 9 
all of the cenaetan artists.” The Only Advertising Can Do’: 
unfair practices of the networks Ask for this brochure 
with their “economic weight and on your letterhead 
influence,” he declared, “will put 
all independent artist contract 4 7 7 Sat 
agencies out of business.” , SERVING 70.000 
" BUILDING EXPERTS 
NBC, CBS Condemn Report 
Phillip J. Hennessey, attorney for 
NBC, asserted that the FCC report, 2 
which was made public in June « s i 
this year, was “inaccurate and dis- | dana 
torted” and that the conclusions : y 
were not warranted by the facts aa 
He further pointed out that Con- , 
gress did not intend to confer on 
the FCC authority to enforce the ater Ss A aks " 
antitrust acts against broadcasting 
Mr. Hennessey, in reply to a ques- INDUSTRIAL PUBLICATIONS, Inc 
tion by James L. Fly, chairman Of publishers also of BUILDING SUPPL’ 
the FCC, told the Commission that news 
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IT’S \THE/ man /von neden 5 sees t YOUR FLIGHT 


7%. —_ 


/ er 


MORI e TAH 


OU’RE COMING into New York, or Chicago, a gross spendable income tops $5,500, ; a year, 
or Detroit. For hours your plane has had the sky , more than § times the total motion picture admissions 
to itself, Now your ship and a dozen more converge in the United States. 
on the airport. Who tells your pilot when and w here ership? Simply by selecting the kind of fiction that ex- Perhaps your present advertising taps this gigantic ” e 
F to come in? perience and judgment (confirmed by survey atter family budget in spots, but it can reach it in its en- 
It’s the man you never see...the man in the con- survey) tell him are the most appreciated mental en tirety only through Cosmopolitan’s advertising pages. ] 
trol tower, who commands the crowded air above the tertainment of such people. Current 1940 advertising in Cosmopolitan is over | 
held. He selects the time and the place for your pilot Men who sell know the emotional power of fiction to 7%) ahead of last year, maintaining Cosmopolitan’s | 
to come down in a perfect landing. You marvel at stimulate buying action, So new advertisers discover, 11-year leadership in its field. 3 
_ the coordination and safety of air transportation, and what old advertisers long have P : 
“ promptly make your reservation for a return flight. known, that Cosmopolitan’s : 
t In magazine publishing, it’s the editor who chooses great fiction is doubly profit- Under-cover man at rk! 
happv landings for readers, whose control of editorial able. First it selects the most Only 1'70 of the 20,000 manu i 
contents makes them come back for more. responsive kind of customers, th 19s that yearly sila § the 
? : Aitors know that no magazine can be all things then it stimulates their buying - : t oan pd winter iaah 
to all readers. If that could be so, there would be fewer desires. ee eee 
as The other 00% impl) haven't 4 
magazines, but larger circ watrons, he editor maintains a cir- salle Ae Bilas tak sabe’ ahs f 
So he must choose specifically what kind of readers culation of nearly 1,850, 1,850,000 reader-families we 
he wants, aware at the same time that he is choosing families who place Cosmopoli- a whe ave the Customer. 
customers for you, tan as first in fiction and whose families whom you want. 
; 
| With rich and poor, city folks and farmers, white 


collars and blue and numerous other types to select 


from, the editorial policy of Cosmopolitan has always 
chosen, and will continue to choose, its readers from 
the young, urban, employed families which most ad- 


vertisers appraise as the nation’s buying backlog. 


How does Cosmopol tan’s editor ( ontrol this read- 


osmopolitan 


"Greater TODAY than yesterday .. «Greater TOMORROW than today!" 
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ADVERTISING AGE 
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‘Food to Front’ Is | 
Crosley Theme for 
Refrigerator Drive 


Cincinnati, Dec. 4.—Refrigerator 
advertising of the Crosley Corpora- 
tion, Cincinnati, in 1941 will have 
“Food to the Front” its theme, 
emphasizing the new super-shelva- 


as 


dor as “America’s No. 1 conveni- 
ence food feature” and_= giving 
housewives “More than twice as 


much food to the front of the cabi- 
net, within easy reach.” 

This information was relayed to 
the Crosley distributors’ convention 
here this week by L. Martin Kraut- 
ter, advertising manager. He was 
assisted in the presentation by Roy 
S. Durstine, president of Roy S. 
Durstine, Inc., New York, Crosley 
advertising agency, and H. G. Little, 
agency account executive. 


Latitude for Distributors 


Magazines scheduled for the cam- 


paign include Collier’s, Good 
Housekeeping, McCall’s and The 
Saturday Evening Post. Coopera- 


tive newspaper advertising will be 
continued in the territories of cer- 
tain distributors under a_ plan 
whereby distributors pay a propor- 
tion of the advertising cost with 


based on the sales of each distribu- 
tor. 

Tested point-of-sale and direct 
mail advertising will again predom- 
inate in the drive. No outdoor 
advertising has been planned but it 
was made clear at the convention 
that if any distributor feels that 
outdoor will do a better job than 
newspapers that media will be used. 

Sales of refrigerators this fall are 
well ahead of last year, the distrib- 
utors were told by Robert I. Petrie, 
vice-president and general sales 


manager. He also announced that 
1,600 new radio dealers have been 
added in the past 60 days. W. T. 


Wallace, head of the radio division, 
reported increased sales of radios, 
radio-phonograph combinations and 
recording sets. 

R. J. O’Connor, manager of the 
range, washer division, announced 
a new line of ranges, washers and 
ironers. A dramatized presentation 
of the new Crosley products was 
made by the Crosley troupe of girls 
|which demonstrated Crosley prod- 
j}ucts at the New York World's Fair. 


STEWART-WARNER’S NEW 
REFRIGERATOR BOWS 

Chicago, Dec. 4.-—-With a page in 
‘color in The Saturday Evening 
| Post, Stewart-Warner Corporation 
|'today laid claim to the first 1941 


the company contributing a share|refrigerator copy by a major manu- 


facturer. Headed, “The only re- 
frigerator of its kind in the world,” 
the advertisement spotlighted fea- 


tures of the Dual-Temp in five 
panels, devoted respectively to 
“Your own food-freezing locker, 


savings never before possible, new 
moist-cold compartment, greater 
space and the Sterilamp, which 
kills bacteria and retards mold. 

The logotype described the Dual- 
Temp as “The Refrigerator of To- 
morrow.” Hays MacFarland & Co. 
handles the account. 


Geissinger to BBDO 

W. B. Geis- 
singer, formerly 
with the Califor- 
nia Fruit Grow- 
ers Exchange, 
has joined the 
Los Angeles 
office of Batten, 
Barton, Durstine 
& Osborn. He 
had been with 
the Exchange for 
18 years and for 
13 years held the 


position of ad- 
vertising man- = 
ager. He was W. B. Geissinger 


most recently with Lord & Thomas. 


WEMP to Join NBC Blue 

WEMP, Milwaukee, vill 
a full-time NBC Blue network out- 
let starting Jan. 1, 1941. 


become 


Schwab Outlines 
Pattern of Mail 
Order Selling 


News Breaks and Copy 
Treatment Affect Vol- 
ume of Coupons 


New York, Dec. 4.—Despite vari- | 


ables in product, copy and publi- 
cation, couponed mail-order type 
advertising may be expected to 
produce from one to five replies for 
each 10,000 circulation, according 
to Victor O. Schwab, president of 
Schwab & Beatty. 

Speaking before 


the New York 


| Newspaper Promotion Group here 


today, Mr. Schwab declared that 
from his experience in checking 
hundreds of thousands of coupons, 
returns from mail order advertis- 
ing follow a definite pattern. Re- 
plies, he said, usually range between 
one-tenth and one-half per cent of 
the circulation. 

Because of this pattern, a publi- 
cation’s rate-per-page-per-thousand 
is of prime importance to mail 
order advertisers. With only a 
couple of exceptions, he said, “‘you 
are licked before you start” with 
newspapers or magazines 
rate - per - page - per - thousand 
exceeds $2.75. 


Returns Now Smaller 


Mr. Schwab pointed out that a 
few years ago, “you could make a 
killing in mail order advertising.” 
That is no longer true because of 
numerous changes, including a re- 
duction in the number of magazines 
with an editorial appeal favorable 
to coupon advertisers, rate struc- 
ture changes, and differences in 
reading habits. 

The agency executive asserted 
that couponed copy which does not 
result in enough direct sales to pay 
for the space used is nevertheless 
a good investment in many 
because it improves the retail sale 
of the product. He mentioned two 
books as examples. 

Dale Carnegie’s best seller, “‘How 


cases, 


to Win Friends and Influence Peo- 
ple,” was heavily advertised with 
coupons seeking direct sales. Only 


a small sum was used to advertise 
the without the coupon, and 
yet the vast majority of the mil- 
lion-odd copies sold went through 
the hands of retailers. 


book 


Coupons seeking a direct sale of 
a book or other product may be of 
One requires 
the 


three general types. 
in advance, 


cash another asks 


whose | 


purchaser to pay the postman, and 
the third offers the product free on 
approval. Returns from the cash- 
in-advance method are hardest to 
get, and for every 25 sales made 
that way, from 35 to 40 may be 
expected by having the postman 
collect, and 50 for the on-approval! 
system. When the latter system is 
used the advertiser must figure 
that about 10 per cent of the prod- 
ucts will be returned in lieu of pay- 
ment. 


How Coupons Are Controlled 


Often a “rider” is included in ; 
coupon to permit payment with th 
order even if the offer is for C. O. D 
payment. When such a practice i 
|}used, from 10 to 40 per cent of th 
{returns are accompanied by cas] 
Mr. Schwab declared. 
| He cited a number of ways i 
{which coupon returns can be ir 
creased or decreased, as the adver - 
ltiser sees fit. Among the methox 
|of increasing returns, he mentione | 
featuring the booklet or other git 
offered free to get inquiries in tle 
|headline or first paragraph of the 
|copy, devoting a large proporticn 
‘of the copy to promoting the boo} - 
\let, giving the free gift a “how tc” 
|title, and having the booklet wri'- 
{ten by a well known person. 
| One way of decreasing returns 
|from coupons seeking inquiries and 
not direct sales is to put a price on 
the booklet or sample offered. T! 
seldom works well, he said, f 
|returns may be reduced as much 
180 per cent. 

Introducing a negative idea into 
copy is another way of cutting r: 


turns. When copy includes the lin 
“you may pay for the course 
small monthly installments,” in 


quiries are cut 50 per cent because 
readers know that it is a correspon- 
dence course being offered. 

The way to limit inquiries from 
juveniles, he said, is to reserve ; 
space on the coupon in which all 
those under 18 are asked to place 
a check. Those returning coupon 
so marked receive a cheaper and 
simpler booklet than do adults. 

Mr. Schwab observed that mail 
order advertisers live in fear that 
a big news story will break on the 
same day their advertising 
“When people get excited about 
some hot scoop,” he said, “they 
don’t read lengthy mail order ads.” 
Returns from newspaper coupons 
fell off 30 per cent in the week 
following the Lindbergh kidnapping 
story. News breaks affect returns 
from couponed magazine copy, too, 
but not as much as from newspaper 
advertising. 

Mr. Schwab's favorite position 
for mail order copy is the back 
cover. He believes right-hand pages 
to be from 10 to 15 per cent more 
resultful than left-hand pages. 


as 
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A csign for selling cd ln 


The introduction by Abbott Laboratories of the advertising material of quality for “dressing up” 


new “Spectrorama” Window Display illustrated window presentations to fit the season—and for 
in miniature below, is an innovation in quality properly merchandising the product... Lights— — 
display technique that has received enthusiastic color—action effect and dimension, plus quality 
acceptance by the drug trade. The success of this in its production, all combine to make this 


display has demonstrated that the druggist needs “Spectrorama” an outstanding accomplishment 


and wants—and will use—point-of-purchase for Advertising and Merchandising Display. 
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ALWAYS TRUE TO LABEL CLAIMS 


q Recently our organization was selected by Abbott Laboratories 
1 gpaTuRs to work with them in the creating and producing of this, the 


newest in their line of successful displays. The realization that we 


“ABBOTT 


have again served them satisfactorily (as evidenced by reproduc- 


The change from tion of their letter on following page) affords us genuine pleasure. 
the Fall to the Winter display is easily 
and quickly made by simply lifting out MAGILL-WEINSHEIMER COMPANY 
the Fall background sheet, thus exposing Producers of Sales-Making Advertising For Over 33 Year 


the second or No. 2 (Winter) scene. 1320-1334 S. WABASH AVE. «© CALUMET 7200 ¢ CHICAGO 


JU, - > " sa ; a moe e : . a a . a ~ . — - _— 7 - - : : _ : : sj 9 
Fa SS 
1 ins Sea 
oa 
. a 
a a 
re 
id 
ze 7” 
) +> 
4 4 . ae a 5 —_ : eee sail ance sks Aes. eae oe ae a aS el = ; - 7 eoiaienil ee: ; . oe a 7 ™ _ a 0 
’ \ I} | ‘ jt ' | a + 
UV} ji | ’ - Jt Uv?) | F 
n i aS ee : - — : a 
1 4 < Me ii sities ‘ 
a F _— Pe 
1 ZZ ; . — ‘a 
a a , 7 , . 7 . \ 4 a i>. ne ; a . 
= ye 7 = * a! geen ps Sig fie . 
, VK , TWO -_— >. Di 
h ° | aid eine > o = - — ; - a 
. my 4 ' qt re ro y | Th a + 
: m DISPLAYS ‘ : 
: : - PRODUCTS a 
ng a r ‘ Bde) , = » = a = = ss 
ns iy Ai ai. ’ ; i a ' , a: rene 3 hum =. 
0, — of id — —_ — aa. 
er Cae. ee ’ * . { a 7 Zz > . 4 ‘§ 
ck ee . . weuivER mac ¥ y 7 mm 7 
ics te d ‘ . ; <2 > a ¥* = be te ‘ : J _ 
on c4 a ie 2 = au 4 ; ie i i ¢ a Oe — = | - a yg 
Me <r. 7 ies Fy = a : ’ wd i -- a i 
q S PP * oa a, a < P - ‘ : ~ ga 
; + ieee Nn... ie , " a a : 
3 . ail ve ie 2 ewe af ' u r : Yi we 
Pe j a a ALWAYS TRUE TO LABEL CLALM Seno _ 
: = 4 : ae ares as - eee 4 Hoes A Te 8) “7 
= || ee Fae Beck | ons) es) a 
: —_. j a. eS oe ii ire } 7 ; P ys 
- || OR ae | er. a |b eel Via AS | 
a \ ™~ a : ee ol Le i 7 7 § a i Alina RS 3 ae Ss 
< . o sos me ng x = ' a. Ao _ a x ‘ Pai* ‘ “4 
: es } 
Jy 
eee 
i 
a povus* ; 
r x 
Rs Ss, | Ih ee . 
“i fs TE 
si 
%} r)) 
£4 KX \ " " 
= ee, 
L on oo ae 
—rP 
—, oo oe, 
| errr 
Ra 
> Y sae oe Men a ES ee ere a 5. ae, ee ee Be eo ee 4 ae GAT he a. aptek.  Gahe alae ae a. ee 3 einige 
Prin ee 5 higect™ # ear ae = oe Soa ee eal 5 ag Pa a ihc Sei ail we PS aes iti ye es aa? an * # trae ts oe ie 
oo eee RE Se ee Se ee Se BN ak. SEN a Se A pth OR Pepe 


Pa iy » “i % 4 5 iat i _ 
A a nee # * Mee gieh ei é ! 1“ . + OMe eae % < i 3 ne ‘ ae t, uf hes \: # He ’ x lay a ae a . 
a 3 & os - all 7 t pi A a 5 nes - oe . NS gee es : 
‘ . 
A; 


ew, l l lCOUlr—_—_  DErlUlmlCy 


‘a 


Fie sae 


The experience of our creative staff extends over many years, and covers a wide range of sales problems and 
a large variety of products. We offer you the benefit of that experience in planning, creating, and producing 


* ; Point-of-Sale and Direct Mail Lithographed and Printed Advertising that really does help sell your product. 


at Discussing your plans or requirements involves no obligation. Call, write, or telephone 
MAGILL-WEINSHEIMER COMPANY 


oS Producers of Sales-Making Advertising For Over 33 Years 
3320-1334 5S. WABASH AVE. © CALUMET 7200 ¢ CHICAGO 
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1 Students Enter 
Contests; Think 
They're Exploited 


Teacher Reports on Re- 


sults of Project Entered 


by Class 


New York, Dec. 3.—Manufactur- 
rs who sponsor advertising con- 
»sts succeed in exploiting children 


vyho are lured by the appeal of | 


valuable cash and merchandise 


ton Association. The findings were 
based on a_ semester project in 
which students gathered facts about 
advertising contests generally, en- 
gaged in 61 actual competitions and 
summarized their experiences. 
Describing the experiment in 
Consumer Education Journal, Mr. 
Paulsen declared that the undertak- 
ing grew out of a feeling that “there 
were some specific questions relat- 
ing to the ethics of contests in which 


school children enter into agree- | 


ments with manufacturers and pub- 
lishers.” The specific points on 
which student interest centered, ac- 
cording to Mr. Paulsen, included: 
Reasons why advertisers encour- 
age high school children to enter 
contests; the amount of cash and 
otherwise valuable prizes that can 
be won by an ordinary, hard-work- 
ing group of 61 students; determina- 
tion of whether the prizes are as 
valuable as they are represented; 
whether most contestants must buy 
goods or services in order to remain 
in the contests; whether advertis- 
ing contests are justified on the basis 
of the satisfaction received by the 


contestants in working out puzzles, | 


pictures, etc.; and whether local and 
national advertising contests deal 
fairly with youth in giving them 
und value for their money. 
Spent $26 


“We wanted the answers to these 


questions to emerge from facts | 


secured by direct participation,” 
Mr. Paulsen observed. “No pre- 
conceived opinions were to be con- 
sidered and it was agreed that the 
61 participating students were rep- 


resentative of the average high | 


school boy or girl. Advertising con- 
tests were new to most of these 
children.” 


spirit of the project, according to 
Mr. Paulsen, followed carefully all 
directions of the sponsors, “worked 
hard to win,” and spent a total of 
$26 during the course of the test. 

\ recapitulation disclosed that 
two cash awards were won, amount- 
ing to $2.50 (they had spent $3.23 
in postage and $22.67 in goods pur- 
chased). Other prizes raked in by 
the students included “one cheap 
doll; a one-dollar discount slip; < 
ten-dollar credit slip which could 
be applied to the purchase price of 
a radio; a table cloth, two trips to 
Yosemite; and an imitation cloth 
football.” 

‘ommenting on these results, Mr. 
Paulsen said: 

Careful evaluation of every in- 
dividual’s contest work disclosed 
thot in the majority of the 61 cases 
th advertisers captured interest 
th ough a simple thought or skill 
problem. This led into financial 
en anglements in which goods or 
Se vices had to be sold before an | 
oy oortunity to win could be made 
a\ \ilable. 


Group Lost Money 


One contest was based on the 
cr ation of goodwill. The other 60 
W re designed for selling purposes. 
inventory of the values received 
exchange for the $26 spent) 
ught out the fact that the group | 
| clearly lost money as well as 
ny hours of effort. 
The possibility that other in- | 
igible values had been given by | 
ivertisers was investigated. Ten | 
udents reported they had received | 
i 


| 


‘r- S 


rizes, O. B. Paulsen, instructor at | 
Ilaywood Union High School, Hay- | 
wood, Cal., this week informed | 
members of the Consumer Educa- | 


A BLEND BECOMES A BOND IN CHICAGO 


Kentucky salutes Chicago 
witn a special edition of America’s finest whiskey! 


| 


- 
bere 
iengoans have 
Bottied-m- Booed Bourbons 


Fon vans, yoo 
to ine 


oe ea ptaiae na SR STERTEN NTS 
patecty Strep Loner 
Retaly oie F rent jort Dvanlierese. 1 menowslle 


Bowing to Chicago's preference for bonded whisky, Four Roses discards its well- 
known blended theme in behalf of promotion of a special bonded brand in the 
Chicago market. 
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Morris Placed 
in Charge of 
Pabst Advertising 


Chicago, Dec. 2.—Edwin L. Mor- 
ris, who has been vice-president of 
Pabst Sales Company, has _ been 
placed in charge of advertising and 
sales promotion following the resig- 
nation of Robert H. Flaherty. Clif- 
ford H. Wolfe, who has. been 
assistant advertising manager of 
Swift & Co., Chicago, has joined 
Pabst Sales Company as assistant 
to the vice-president. 

Mr. Morris is also a graduate of 
Swift & Co. He spent 15 years with 
that company, being vice-president 
in charge of sales when he resigned 
in February, 1939, to join Pabst 
Sales Company. 

Mr. Wolfe was with Swift for 
about eight years, being promoted 
to assistant advertising manager 
about 18 months ago. 


Hackett Named S. M. 


Joseph P. Hackett, for the past 
year with Warwick Club Ginger Ale 
Company, West Warwick, R. IL. has 
been appointed sales manager in 
charge of wholesale distribution for 
the company, which markets its 
own beverages and distributes in 


‘the area for Pepsi-Cola. 


Penn Lincoln Highway 
Group Plans Drive 


Members of the Lincoln Highway 
(Route 30) Association in Pennsyl- 
vania are promoting a campaign 
for the modernization, improvement 
and advertising of that highway, to 
meet the competition now offered by 
the new “dream” turnpike, accord- 
ing to the Pennsylvania Department 
of Commerce. 

Plans include electrically lghted 
directional signs to be placed at 
strategic points and distribution of 
100,000 descriptive folders. Co- 
operating in the program are filling 
stations, hotels, garages, restaurants, 
tourist homes and other types of 
businesses deriving benefits from 
tourist expenditures. 


Oliver Joins Arndt 


Robert M. Oliver, section man- 
ager, merchandise - advertising de- 
partment of the Westinghouse Elec- 
tric & Mfg. Company, Mansfield, O., 
for four years, has joined the staff 
of John Falkner Arndt & Co., Phila- 
delphia, in a sales promotion post. 


SEE OFFER 


PAGE 22 


}some satisfaction from their enjoy- 
ment in contest participation. How- 
ever, the remaining group of 51, 
| comprising 84 per cent, stated they 
|had received ‘little or nothing.’ ”’ 
The winners of other than cash 
| prizes were unanimous in their dis- 
appointment over the quality and 
workmanship of the materials won, 
|Mr. Paulsen said. All were pictured 
jas feeling that descriptions and 
pictures of prizes did not correspond 
ito the prizes received. In one case 
}a student won a prize but never re- 
‘ceived it and in two others money 
| was sent but nothing was received 
}in return. 

| “An evaluation of the fairness of 
local and national contests in their 
‘relationship to children who par- 
\ticipate resulted in definite group 
opinion,” Mr. Paulsen concluded. 
“The best contests were local. News- 
papers and druggists were the most 
ethical. The most unethical con- 
tests were conducted by small 


The 61 participants felt that within 
jthe limits of this experiment there 
|was ample evidence to defend the 
| assumption that the majority of 


|manufacturers sponsoring contests 
in which these school children had 
| participated had attempted to ex- 


° | 
manufacturers on a national scale. 


a ; ploit them and had succeeded in | 
The participants entered into the | qoing so. They agreed that most of | 
|the contests in which they had en- 
,gaged were unfair to school chil- | 


| dren.” 


in ‘Farmers’ Friend” 

| Farmers’ Friend, a sectional farm 
paper published at Green Bay, Wis., 
in each future issue will print two 
| parking coupons which readers may 


_ | clip and use at four Green Bay 


parking lots if they are endorsed by | 


one of 17 stores whose names are 
printed on the coupons. The plan 
was adopted to help farmer sub- 
scribers overcome the Green Bay 
parking problem. 


Open Spanish Center 


Evaristo Corredor and Hernando 


Silva have opened the Spanish 
Language Center of New York, at 
292 Madison avenue, as a Spanish 
translation service for advertising 
agencies and industrial companies 
linterested in developing trade with 


Latin-American countries. The! 


Center will assist clients in the 
preparation in Spanish of copy, 
radio scripts and spot announce- 
ments, films, recordings and sales 
manuals. 


Pushes New Handee Tool 


The Chicago Wheel & Mfg. Com- 
pany, Chicago, will use Popular 
Mechanics, Popular Science and 
other craft publications as well as 
The Saturday Evening Post to pro- 
mote its new Handee portable metal 
and leather working tool. News- 
paper mats, counter displays and 
consumer literature will be supplied 
dealers. Weston-Barnett, Chicago, 
is the agency. 


A new kind of. 
Christmas 


TO BRING GHEE 


a7 


for use in payment for all telegraph 
services. An ideal present for 


ticsent 


R THROUGHOUT THE YEAR 


te oe 


students away at school, men in 
training camps, travelers, salesmen, 
vacation travelers..... 


SOLD IN BOOKS of $2°° and *5°° 
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Michigan Dental Law 
Limits Advertising 


A dental regulation act, which 
bans advertisements mentioning 
prices or carrying pictures or claim- 
ing “painless dentistry,” approved 
by Michigan electors in November, 
will take effect 10 days after the 
official vote, now being canvassed, 
is announced. 

The law was passed by the 1939 
legislature and then suspended until 
it could be submitted to the people 
on referendum. 


ANPA Issues Study 


The research and promotion de- 
partment of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, has issued an 
Advertising Facts bulletin telling 
how the American Sugar Refining 
Company used newspaper space. 


Pallet Names ‘Seidenbaum 


Pallet Sales Corporation, New 
York, has named William G. Sei- 
denbaum Advertising Agency, New 
York, to direct advertising of its 
pallets and skids. 


Santa's Reindeer 
103 Years Old, 
Says McCreery 


New York, Dec. 4.—The origin of 
the current conception of Santa 
Claus as a “reindeer chauffeur” 
was described this week in a unique 
advertisement in the New York 
Times sponsored by James Mc- 
Creery & Co. 

Engaged in a celebration of its 
103rd anniversary, the department 
store pointed out that Santa Claus 
first assumed graphic form in Cle- 
ment Moore’s famous poem, “ ’Twas 
the Night Before Christmas,”’ which 
was published in book form during 
the year that McCreery’s was 
founded. 

Headlined “How Santa Claus ac- 
quired the reindeer the year Mc- 
Creery’s was born,” copy described 
the birth of a new conception of 
St. Nick “jingling over the snow” 
in a toy-laden sleigh pulled by 
eight reindeer, as he was pictured 


in Dr. Moore’s poem. Previously, 
he had been thought of “merely as 
an unseen donor of gifts.” Dr. 
Moore, son of the rector of Trinity 
Church, according to the copy, 
composed the lyric “almost on the 
very spot where McCreery’s was 
soon to rise.” 
George Bijur is the agency. 


Three Join Wheelock 


Augustine Hilton, formerly with 
Swafford & Koehl, New York, has 
joined the production department of 
Ward Wheelock Company, New 
York. Marjorie Paul, formerly with 
Compton Advertising, New York, 
has joined the agency’s copy depart- 
ment. Eugene Webb, formerly with 
Pedlar & Ryan, New York, has 
joined the art department. 


Trout Joins Aschenbach 


A. K. Trout, formerly with the 


United States branch of Rolls Razor, | 


Ltd., London, has been named gen- 
eral sales manager in charge of 
sales and advertising of Aschenbach 
& Miller, Inc., Philadelphia pharm- 
aceutical manufacturer. 


| Lucky Strike to 
Put on Shows at 
Army, Navy Posts 


New York, Dec. 4.—A _ regular 
program of Saturday night enter- 
tainment for members of the na- 
tion’s armed forces will be launched 
in about six weeks by American 
Tobacco Company, it was learned 
here today. 

The advertiser will stage a vari- 
ety show lasting about an hour and 
a half from a different army camp 
or navy post each week. Entertain- 
ment will consist of a “name” 
band, a vocalist, a tap dancer, a 
magician and Jerry Lester as come- 
dian and master of ceremonies. 

A portion of each of these shows 
will be broadcast to the nation as 


a part of “Your Hit Parade,” aired | 


over 102 stations of the Columbia 


NBC THESAURUS Answers the 
Spot and Local Advertiser’s 
“a Program Problem 


time’ direction! And 


= Up your sales in whatever territory you 
wish! Low-cost NBC THESAURUS pro- 
grams—available on stations listed 
~here—cover every field of musical 
entertainment! “Name” artists, “big 


EB ingly low in cost. The new HOLLY- 
WOOD HEADLINERS with Stella Unger, 


all are amaz- 


“Your Hollywood Newsgirl,” is also 
available through these Thesaurus 
subscriber- stations. 

Write any of the local stations listed 
below for complete details. 

Remember too—NBC also offers 
you complete facilities for producing 
and recording “custom-built” shows 
as well as syndicated recorded pro- 
grams such as The Lone Ranger, Betty 
and Bob, 
proved sales- 


K-7 and many others—all 


These stations offer you NBC Thesaurus Programs 


{labama Indtana Verada kel Paso KTSM 
Anniston WHMA Anderson WHBI Las Vegas KENO Houston KPRC 
Hirmingham WSUN Fort Wayne WOWO-WGI Vew Hampshire San Antonio WOAI 
Huntsville WBHP Indianapolis Wine ptr WLNH Sweetwater KXOX 
Mobile WALA Terre Haute WROW — ro Utah 
Montgomery WSFA pe Manchester WEA ; 
Opelik WJHO owa Portsmouth WHEB Provo KOVO 
penka Des Moines WHO Vew Jersey Salt Lake City KDYL 
trizona we. were Atlantle City WBAB Vermont 
Phoenix KTAR Ka . _ Jersey City WAAT Waterbury WDEV 
—— Bee A i — Vew Merico Viroint 
“ucson CVOA offey ville Oe » > c gence 
Yuma KYUM Kansas City KCKN | ho atch Danville WRTN 
Lawrence WREN \ y a ‘ Lynchburg WLVA 
irkansas Salina KSAL ow 5¢ Richmond WMBG 
Fort Smith KFPW Wichita KANS Buffalo WBEN-WEBR Roanoke WSLS 
et Sustnge MY FC Kentucky aver we bate Suffolk WLPM 
Attle Rock KLRA Bowling Green wip ew York NOMCA Washington 
Caltfornia Auisville rAVE ( : Seattle -K 
- 4 yedensbure WSLB Seattle KJK-KOMO 
Bakersfield KPM( Owensboro WoMI Olean WHDL West Virginta 
Beverly Hills KMPC Loutstana Plattsburg WMFE . 
Fresno KMJ Monroe KMLB Poughkeepste WKIP Beckley WILS 
Monterey KDON New Orleans WSMB Schenectady WGY-WGEA Huntington WSAZ 
Sacramento KFBK Shreveport KTBS Vorth Carolina alae ial 
San Diego KFSD ; - or 
Man Francisco KGO-KPO ton . Charlotte WSOC -evenreaog 
San Jose KQW Portland WwcsH Hickory WHEY Janesville WCLO 
Santa Barbara KTMS Maryland Raleigh WPTt Madison WIBA 
Cumberland WTBO Wilmington WMFD Milwaukee WTMJ 
Colorado Winston-Salem wasss . 
Massachusetts U.S. Possesstons 
: re Vor akot 
one ieee ES Boston WBZ — saete woat Fairbanks, Alaska  KFAR 
i ameee KIDW Boston WBOS a , Honolulu, Hawall KGI 
: Lawrence WLAW (nto Manila, P. |. KZEG-KZRM 
Connecticut New Bedford WNBH Akron WAKK Manila, P. I KZRH 
Waterbur WBRY Springfield WHZA Cincinnati WOCKY 
aterbury E Worcester wort Cleveland WTAM Canad 
lrelaware Wichigan Columbus Woo! Calgar Alberts CrFAC 
Wilmington WILM en ‘ aes WBRCM Dayton WING ' dmonton Alberta CJCA 
Detroit WXYZ Lima WLOK Fort William, Ont CKPR 
Dtstrtet of Columbta Flint WEDI Mansfield wM AN Fredericton, N. B CENB 
Washington, Db. Cc. WMAL- Kalamasoo WKZO Marion WMRN Halifax, N. 8 CHNS 
WRC Loonies WJIM Portsmouth WPAY Hamilton, Ont CKOC 
Flortda Muskegon Ww KBZ Toledo WsPbD Hull, Quebec CKCH 
Pontiac WCAR Oklahom Kelowna, B. ¢ CKON 
cerosuatie wa . icneicenine . Ardmore KVSO Kirkland Lake, Ont CJKL 
fami ol ~ ‘pia ‘ Oklahoma City WKY Lethbridge, Alberta = CJOC 
Orlande WLO? Duluth whe c ; London, O CrFPI 
Tampa WELA Mankato KYSM Gamenges KHBG a ‘ _ ae ory 
Minn.-St. Paul KSTP vegon o % ; 
Georgta Visstssippt Bend KBND _—- Me 4 agp < = io 
Atlanta WAGA Jackson 7 WIDX Medford KMED Saskatoon, Sask CFQC 
Augusta WRDW M4 : Portland KEX-KGW Sudbury, Ont CKSO 
Macon WRMI Cote vortd KFRt Pennsylranta Sydney, N. 8 CJCB 
Moultrie WMGA St Teneeh KFEQ Raston WEST rimming, Ont CKGB 
Idaho St. Louis K&D Hazleton WAZL erento, Ont CERB 
“s cry oe 5 Johnstown WJAC rrail, B. ¢ CJAT 
ones BrxXD — < KGBX Newcastle WKsT Val d'Or, Quebec CKVD 
aes ontana ; Philadelphia KYW Vancouver, B. C CIOR 
Jilinots Billings KGHI Pittsburgh KDKA Winnipeg, Man CKY 
Aurora WMRO Vebraska Reading WEEU St. John's, N. f VOCM 
Chicago WENR-WMAQ Omaha wow Scranton WARM 
(teero wre Scotts Bluft KGKY Uniontown WMBs Foretgn 
Rhode Island Bogota, Col HJCr 
Providence WPRO page Venez _ ox ata 
. ‘epoltec Colon, Pan *SK- "sO 
a weme Mexico City, Mex LEW 
7 s * 6 « Columbia wis oo ny ‘ ae uw 
Greenville wre ws — VP3BG 
= South Dakota Havana, Cuba 
Aberdeen KABR Berne, Switz SR 
Sioux Falls KSOO Melbourne, Australia 3DB 
Tenne Perth, Australia 6ML 
NATIONAL BROADCASTING COMPANY kaise rh tas. 
noxville yROL Amalgamated Wireless, Led 
¥ ; Memphis wMC New Zealand ; 
A Radio Corporation of America Service — wee SS 
Austin > . atone 
RCA Building, Radio City, New York © Merchandise Mart, Chicago Beaumont KFDM Capetown So. Africa 
Dallas-Fort Worth WFAA Durban So. Africa 
Trans-Lux Bidg., Washington, D. C. ¢ Sunset and Vine, Hollywood KGKO Johannesburg So. Africa 


NEW APPEAL 


ee Oe ee ee ee ee 
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STEPS SHORT OF WAR-MEAN WAR! 


Reminiscent of the drive by the old Lif 
against prohibition is this New Yor 
newspaper advertisement signed b 
Scribner's Commentator Magazine, whic 


suggests contributions to spread th, 
message. 
| Broadcasting System from 9 


19:45 p. m. It is planned to cut 
‘on the camp entertainment twi 
during each broadcast. 

A different band will be featur« 
‘each week, and only the ban 
music and Jerry Lester’s comme: 
will be broadcast. The band wi 
play two “Hit Parade” tunes an 
probably one “Lucky Strike extra 
Arrangements are being made | 
Lord & Thomas, the American To 
| bacco agency. 


Goes Along on Music 


An official of the agency sak 
| Luckies will not take sides in th: 
'“battle of music” between Ameri 
‘can Society of Composers, Autho: 
‘and Publishers and Broadcas} 
|Music, Inc. Although the outcom: 
|of the present controversy will vit 
ally affect “Your Hit Parade,” nm 
further changes are slated beyond 
ithe recent substitution of a ney 
BMI tune, “Lucky Strike Time, 
|\for ASCAP’s “Happy Days Are 
| so 
|Here Again” as theme song for a! 
Luckies’ radio shows. 

After Jan. 1, the official stated 
|\“Hit Parade” tunes will continur 
‘to be chosen from “music the: 
javailable for radio broadcasting 
| Unless the current situatio: 
|changes, that means non-ASCAI! 
/ music. 


‘Names Raymond Levy 

| Cohn-Hall Marx Company, Ne: 
|'York, has named Raymond Le\ 
| Organization, New York, to direc! 
‘a campaign for Lido Chambra 
new cotton fabric to be national), 
promoted for dresses and playsuit 


. J. Sullivan Shifted 


M. J. Sullivan, formerly  vice- 
president in charge of the Paci 
district, has been appointed exec 
tive vice-president of Ameri 
Can Company, with headquart 
at the general offices in New Yo: 


© 


KAUFMANN & FABRY CO 


TELEPHONE ~- 


/ 


HARRISON 3135 
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Mrs. Consumer 


Isn’t Picking Fights a 


—_ 


with Her Friend 


the Retailer! 


SSAA 


Aha 


ZZ 


TPOPDD 


about the consumer movement and what to do about 

it. They are accumulating gray hairs trying to figure 
out a plan to stem the rising tide of consumer resentment 
against fancy advertising which paints a glowing story of 
product advantages—and then fails to clinch it with adequate 
information. 


M Cavour the consa are lying awake nights worrying 


am 


- SY. 


Successful retailers, who see Mrs. Consumer face to face 
across the retail counter every day, aren’t nearly so worried. 
They know that when they can give her the information she 
as wants and has a right to expect, she carries the product home 
. DRY GOODS JOURNAL NATIONAL FURNITURE REVIEW without hesitation. And they know, too, that they can’t 

sete Gosnd Aue Wes Motes. tows 666 Lake Shore Drive. Chicago afford to recommend a brand they know nothing about, be- 
cause they're back at the old stand every day to receive con- 
sumer brickbats as well as bouquets. 


Hence they welcome the manufacturer who not only 


ELECTRICAL DEALER SUPER MARKET MERCHANDISING : ; 
160 N, Michleus Awe., Chicees 1S W. doth Se. New York advertises to promote consumer interest in their products, 
- but who also supplies them with complete product data. 
They co-operate in spreading this information among their 
salespeople. It’s good business, because it sells more mer- 
chandise to satisfied customers—and keeps it sold. 
ELECTRICAL MERCHANDISING AMERICAN LUMBERMAN 
330 W. dnd St, New York 131 S. Dearborn St. Chicago There is no better way to disseminate product information 
and other retail selling ammunition than the trade publica- 
tions reaching the successful merchants in every retail field. 
They read their trade papers to find out (1) what to buy and 
HOUSE FURNISHING REVIEW BOOT AND SHOE RECORDER (2) how to sell it. Your sales job is only half done if you fail 
1170 Broadway, New York 100 E. 42nd St. New York to help your merchants and their salespeople tell your story 
in the factual, informative style Mrs. Consumer is eager to 
hear. 
BLILDING SUPPLY NEWs 
59 E. Van Buren St. Chicago Remember ALWAYS, trade paper advertising pays! 


_ HIS ADVERTISEMENT IS ONE OF A SERIES TO STIMULATE GREATER INTEREST IN TRADE PAPER ADVERTISING | 


ee ae | 
aA 
ie Zs oe = 
—— ve 
/) p>) ef ee 
4 Pp ~ 2 
lee : \ 7 
\—~' “¢ 
| S \ 
Va ( = we 
of = 
; i WN ft | i ) 
' ) Ww S a 
7 ; it ee / 
7 ns ins A tis .. , — #. 
; j | ; ; JS x | ee 
hs Ze \ 4 
a | GA \\ 
a . J es 
pe = a4 ee < ’ F 
7 7, \— xz Z \N 
| 5 | Gp) 7 Z NS 
d Aah LZ \S | a. 
| E Q a BZ S \ \) | 
Z 
3 ee 
| : 
# 
‘ 
“Sig 
4 
x . 
a 
2s | : 
i TBR AE SS DES SAS De cae a a ; i Ee a ete y WA owe eS ete ee nae | PE 
we at - Z a 12 ‘ ee a he rege * cae : otf Vgopeere? saat ae ee. ee be p ae Bor” er ; Dye GEIS SY, ee ae Ae? Ses 3 Pe, 2 ie ie 


12 


ADVERTISING AGE 


December 9, 1940 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered in U. 8. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago 


New York Office, 330 W. 42nd St. 


G. D. CRAIN, JR., President and Publisher 
S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E. KEBBY, Secretary 


..Tel. Del. 1337 
..Tel. BRyant 9-6432 


Editorial Department 
S. R. BERNSTEIN, Editor; IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, 
A. P. MILLS, RICHARD B. ESPEY, FRANK HICKS, RALPH O. McGRAW, E. C. HALL 


and J. CORTADA, Associate Editors 
Correspondents in All Principal Cities 


Advertising Department 
NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. 
CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. Gafford. 
SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg. Walter S. Reilly, 
LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, Manager. 
ATLANTA: B. Frank Cook, Walton Bldg. 


Murphy. 


Manager. 


MEMBER | 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers 
Association, Advertising Federation of America 


Vol. 1I, No. 50 


December 9, 1940 


10 Cents a Copy, $2 a Year | 


Why Unions Should Advertise 


The discussion of advertising as 
a labor union activity, reported in 
the December 2 issue of ADVERTISING 
AGE, is likely to lead to an impor- 
tant new development. That the 
unions need advertising, and that 
advertising will help them and the 
industries of which they are a part, 
there is no reason to doubt. 

The great increase in strength 
and membership of labor unions, 
as a result of the passage of favor- 
able national legislation, is a per- 
manent aspect of our industrial 
picture. On the other hand, the 


increased responsibility which has | 
thus been assumed by the union | tional business for the industry of 
groups has made the public highly | which it is a part. 


critical of some of the abuses to 
which the union movement has 
been subjected. The influence of 
racketeers in certain union groups 
has been widely publicized, and it 
is now up to the unions to clean 
house if they are to retain, with- 
out serious restrictions, the enor- 
mously increased powers’ which 
have been given them. 

However, ably organized and 
successfully operated unions, which 
render a service not only to their 
members and to their industries, 
but also to the public, are suffer- 
ing along with the less desirable 
type of union from the practices 
and publicity of the latter. Thus 
the high-grade organization needs 
to tell its own individual story of 
service to the public as a means of 
showing that the term “labor union” 


The Agency Commission Again 


Some industrial 
groups have been discussing with 
publishers the trend toward agency 
commissions which has been in evi- 
dence of late. The industrial pub- 
lishing field has been the last to 
accept generally the commission 
system, due to the fact that for many 
years most of the business in this 
field was placed direct. With the 
increasing importance of agency 
service in industrial advertising, 
and with a majority of accounts 
going through their hands, more 
and more publishers have been put- 
ting their rates on a 
able basis. 

Some of the important advertis- 
ers whose business is placed direct 
feel that they are being penalized 
when the commission is added to 
the rate card by the publisher. They 
contend that they are being asked 
to pay for service which they do 
not receive, and that they should be 
able to buy space at net rates in 
the event they do not see fit to 
use agency services. 


commission- 


| 


| 


| 


does not mean the same thing for | 
| 


the fish 
all groups of workers. 


THE PERILS OF MODERN MERCHANDISING 


"The self-service store just phoned and said you left baby in his carriage at 


“_Information 
Advertisers 


The following documents may bs 
secured without charge from com 
panies sponsoring them, or throug! 
ADVERTISING AGE, by any nation: 
advertiser or advertising agenc 
executive writing on his busine: 
letterhead. 


No. 1742. 1940 
Survey. 
The Sacramento Bee has issue 
this analysis of liquor distributic 
in Sacramento. Tables show t! 
number and types of stores stocki: 
the various brands of whisky, gi 
brandy, rum and cognac. Sun 
maries show the sales positions | 
brand, and comparisons with 19: 

and 1939 figures. 


Annual = Liqu 


No. 1743. Design for Home. 


In this new Reader-Editor repo: 
Woman’s Home Companion reade: - 
advisers discuss their homes 
they are, and tell about hoped-f 
|improvements and plans for ne 
‘homes. 

—Liberty. 


‘No. 1741. Direct Mail 


Better Business. 


Route | 
counter!" 


The ADVERTISING AGE report indi- | 
cated that the International Ladies | 
Garment Workers Union has taken | 
the initiative in the ary cage 
of an advertising campaign to ad-| At No Extra Charge 
vertise New York as a style center. Bowling fans should appreciate 
The union is urging the dress man-|the largess being dispensed them 
ufacturers to cooperate. Here is a| currently by whisky and cigaret 
somewhat unusual viewpoint, nag nr ET In fact, 7 the sr 
one which is entirely logical. The | SUe 0 msperty 53 Oe 
more sales an industry makes, the | 't = difficult to tell whether the 

NAG ea gt | Seagram-Distillers Corporation and 
more wor kers it can employ. Hence | the R. J. Reynolds Tobacco Com- 
the union has a real stake in assist- pany are not becoming more inter- 
ing in the development of addi-| ested in bowling than in the merits 
of their respective products. 
| Seagram, in copy for its Five 

There are many industries which |Crown whisky, devotes half of the 
are well organized but which are | page to a photo-lesson of the tech- 
not in a position to increase their |Mique used by Joe Falcaro. Joe 
use of labor because of competitive | demonstrates the well known four- 
conditions. That the unions should — Gelivery, war @ Cueripten by 

; ‘eae ; ; the editor of the Bowlers’ Digest. 
be interested =m amMproving the n= | Eight color pictures show Joe in 
dustry picture is evident. For ex-| action, from the start of his swing 


,ample, letterpress printing is hav-| right down to the moment when 


‘ing its competitive problems with/the ball hits the number one and | 


advertising , 


other forms of reproduction. Why|three pins for a clear cut strike. 
should not the various unions in the | Down at the bottom of the page 
graphic arts field share with the|there’s something about Five 
employers the task of presenting | CTW". ee 
the advantages of this type of re-| Camel copy features Joe Norris 
oe and his “fireball.” One photograph 
production? “A -- ee 
5 : . ,..|shows him in action, a second 
The labor union of today = big | shows him surrounded by his 
and powerful. It is in a position | trophies and a group of admiring 
to stand shoulder to shoulder with |friends. By a strange coincidence, 
employers in advancing the inter-|he also happens to be smeking a 


ests of the industry as a whole. In|Camel. The point is made that, 
this task advertising can play aj|While Joe (like his friend in the 
great and important role. | Seagram copy) is strong on speed 


in bowling, he likes a slow-burning 
cigaret. 


‘Pretty Far Fetched 
Publishers who have presented| The best excuse for such copy as 
the point of view of those who have | that used by Morton Salt Company 
adopted the commission basis point under the head, She Wanted to 
out that in most cases rate increases | Pull Her Friend s Hair?” is that it - 
ae }effective in selling the company’s 
to cover agency commissions are | product We wonder however. if 
on oe ap ae _ this is the case. In this one-column 
added additional values in circula- 


, , strip, ore woman is pictured in a 
tion and editorial service, sufficient telephone booth. Another woman 
to make the new rates acceptable | outside overhears this choice re- 


to all, including those placing their 
business direct. In addition, they 
feel that when a majority of their 
advertisers use agency service, they 
should establish rates on a _ basis 
which takes account of this trend. 
There is no doubt that the addi- 


mark: “Are you going to Dorothy 
Brown’s lunch tomorrow? I'll bet 
you that the poor creature's salt- 
cellars will be clogged as usual!” 
The eavesdropper outside, need 
it be said, is poor Dorothy Brown, 
who, in a ladylike fashion, rips 
Seda.» open the door to the phone booth 
tion of agency service in the indus-| and faces her alleged friend with 
trial advertising field is a healthy | these words: “I could pull your hair 
development, since it means that| for what you said about my clogged 
the professional service of qualified | up saltcellars! I can’t keep it from 
agencies becomes available and re- | Training, can 1?” 
sults in more productive advertis-| “No,” replies the friend, “but you 
ing. As industrial advertisers have |°@" use Morton’s salt. It has uni- 
: ; form cube crystals that don’t cake. 
found that it pays to use agency | Dorothy follows the suggestion 
service, the publishers are justified | , ; . , 


os ; ~. | and the luncheon is a smash suc- 
in recognizing this condition | pec. (even to the rain shown fall- 


through the payment of agency | ing outside.) 
commissions. 


Personally, we would 


| have suggested to Dorothy that she 


Ad-libbing 


| D. H. Ahrend Company, Ne, 
York, has published this 32-pag: 
booklet telling where, when an 
how to use the mail medium, type 
of mailing pieces, how to use re 
juse the Morton salt but with the | search, and giving postal regula 
covers to those all-important salt- tions relating to advertising mat 
cellars fastened loosely enough to|ter. Also included is a direct mai 
‘give her “friends” more than|quiz which readers are invited t 
/enough of what they want. | amawer. 


| Gift Labels for Spring-Air 

| If you find a mattress in your | No- 1721. 
|Christmas stocking, look quick to Improved Photo-Offset. 

see if it has one of the new Spring-| In this new brochure, Laure! 
Air labels. This company has made | Process Company outlines its fa- 
a special arrangement with print- cilities and serviees, and illustrates 
‘ers in various sections of the coun-|the speed, economy and flexibility 
\try for a special stock of labels |Of its photo-offset process. Repro- 
| saying, “Merry Christmas, 1940.” | ductions show many uses, from a 
'In addition, they will imprint any | simple, illustrated sales letter to the 
‘gift copy the purchaser of the mat- | more complicated layout, including 
| tress desires, such as “To Mother | examples of color work and duo- 
from Joan and Jim.” Now all that | tone. 

Spring-Air has to do is to solve the | . 
problem of getting the mattress | No. 1709. 
into the Christmas stocking—or is 
that up to the customer? 


How You Can Use Laure 


Sales Geography of the 
Pacific Coast. 
Columbia Pacific Network ha 
. ‘. |issued this complete presentation o! 
Trimming Close ‘market data for the Pacific Coas' 
M. G. Williams, Milwaukee bar- | tne study divides the information 
ber, who has had many a skirmish first into groups designated “bus' 
with state code authorities in his| neces states,” representing areas in 
efforts to set his own price for @l which Western wholesalers dis- 
haircut, has posted a large sign iN | tribute merchandise, then by metro- 
his window which reads as follows: | politan areas. by cities and tow! 
“Attention! A few judges have! ¢ 9500, and by the rural are: 
ruled the barber code is unconsti- | py,¢ ‘tabulated material on popula- 


geen mea judges gee ae, | HOR: radio families, and retail ou'- 
ow Uw me Ssupfeme © “|\lets and sales, with maps showing 
aa So peng we Fo tees sales routes and relative importance 
50c for a haircut. . . But there is 


: of each county in terms of reta!l 
no law to prevent you from selling | 


sales, provides valuable help in 
your hair. So if you let us cut your | determining West Coast sales 
hair, we will buy your hair after | opportunities. 


they are cut in this barber shop for 
25c.” The question of the code’s| No. 1726. 
|constitutionality is now pending be- 
fore the state supreme court. 


How Rural 
Spends Its Money. 
Curtis Publishing Company S 
issued this booklet, which conti! 
highlights from Curtis’ analysis of 


Amer ca 


Press Releases 

We still burn up at the press re- “ 
leases people send out, even when the United States Consumer |! 
they're not meant for us. Currently chase Survey. Figures show ; 
our blood is sizzling over the release | Percentage of expenditure for 
rious product classifications in  \ 
upper and lower income grovos 
and in a tabulation of buying po: ©! 
indices, Country Gentleman re © 
ers’ average is compared with 
national farm average. The boo ©! 
also contains a circulation rec 
by county, showing the aver < 
value and average gross income 
farm. 


sent out on an advertising agency 
letterhead, which starts right off at 
the top by saying baldly, “Your |} 
early use of this release will be ap- 
preciated,”’ and then has the all- 
fired nerve to end up this way: 
“Please send us tear sheets in dupli- 
cate upon publication so that we 
can give you proper credit with the 
client.” .. 


Jottings ... No. 
It won't cost Carstairs Bros, Dis- 
tilling Company a cent if you man- 
age to get away with one of those 
animated white seals that they have | present the men and women 
placed in bars and package stores.| handle the paper’s own featu! 
It seems that many customers (and |the correspondent on the Washi! 
even some of the proprietors) |ton front, and the specialists 
wanted the animals for home use, over the state who make news 
and Carstairs was forced to protect|Texas agriculture, imdustry a! 
itself. The seals have been insured. | politics come alive for Dallas rea 
ers. 


1706. The Staff of Stars. 

In this new brochure, The Da 
News puts its editorial staff in 
spotlight. Photographs and 
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CREDIT COPY 
4 ON CREDIT 


OR/DA... 


Most Popular to All Florida 


, for the first time, your Dime 
te agent can arrange for pay- 
Ment tO sult your convenience . 
ia 8,10 of) 2 moathly installments. 
These te 


— to tram fare alone, for 
sleeping car charges, or tor all- 
pense tours here hotels, meals, 
sightseeing tours, etc, are all 
included im the original cost 
The Dixie Route offers you four 
fast, comfortable trains. 


DIXIE FLYER and 
DIXIE Limi 


‘ /ij % 
<< > 
gp MAIL COUPON fon cerns’ 


ee thout rtorme. 
«Travel on Ce rirn ead free 
. . 


VE uu! 
pecm $24,195 S LaSalle Si. Chicago 
Freakin 4855, of Webdsrer 4545 


An early bird in the advertising of 

credit for travel purposes is the Dixie 

Route, which used this copy in Chicago 
newspapers last week. 


Pontiac Portfolio 


Helps Dealers 
Sell Used Cars 


Detroit, Dec. 4.— The increasing 
interest of automobile manufactur- 
ers in the sale of used cars by deal- 
ers is 


Pontiac dealers by the Pontiac di- 
vision of General Motors Corpora- 
tion. The book is the result of a 
recent study of used car advertis- 
ing carried by leading newspapers 
of the country. 
While the biggest emphasis is 
display advertising the book 
also gives hints on writing classi- 
fied copy and miscellaneous help | 
including suggested radio an- 
nouncements, postcard copy, art 
work and headings. Mats of all 
the ads and art work in the book | 
are made available to Pontiac deal- 
ers without cost with spaces for 
each dealer to fill in his own list- 
ings. 
In another portfolio recently) 


on 


made available to dealers through | 


district managers a variety of direct 
mail material which can be obtained 
at low cost is shown. This includes 


folders on reconditioning and on 
late model Pontiacs, picture post- 
cards, cartoon postcards, bargain 


sheets, used car hand-outs, mailing 
tabloid, etc. In addition, the com- 
pany has made available at low 
cost dress-up material for used 
Ci displays, including banners, 
pennants, Neon signs, etc. 


Urges Consistency 


). U. Batherick, Pontiac’s gen- 
erol sales manager, advises dealers 
to maintain aé_é consistent, well 
piinned used car advertising pro- 
grim. “It appears advisable,” he 
sad, “to recommend the expendi- 
tue for advertising of at least $5 
per used car each dealer expects to 
Se In fact, in some cases a larger 
es »oenditure may be needed per car 
to insure a minimum used car sell- 


F loss as a result of consistent 
usd ear turnover.” His recom- 
m ndation is based on studies of 


THE VOICE OF AUTHORITY! 


Cradle Car Service is conducted 
on a dignified, ethical plane. Ex- 
perienced, graduate nurses, in 
uniform, are your good-will emis- 
saries. The American Medical As- 
sociation and the American Acad- 
emy of Pediatrics accept Cradle 
Car Service. Inc. as an exhibitor 
at their annual meetings. 


f ? 
he Cradle Cs dehvice, Sine 


| 
The Streamline 
DIXIE [LA | 
| 


indicated by a portfolio of | 
used car advertising and merchan- | 
dising helps just made available to | 


| 


well as of competing dealers. 


| highly successful Pontiac dealers as| went into January with 109.3 per 


cent greater used car stocks than 


Mr. Batherick cited the experi- | they had on Oct. 1. 


| ences of two representative groups 
|of Pontiac dealers, each group be- 


ing of similar size and selected at | : Rte 
| random. One group of dealers spent | than 35 per cent ahead of this time 


_$3.87 per used car sold for used 
|car advertising. They maintained a 
fast used car turnover during the 
|selling peak following last year’s 
jannouncement of new models and 
| they went into January with only 


|a 24.3 per cent increase in used car | 


stocks over Oct. 1. Another group 
|of dealers spent only $1.30 per used 
‘car sold for used car advertising. 
| They failed to maintain a satisfac- 
|tory used car turnover during the 
\selling peak following last year’s 


Currently, used car sales by 
Pontiac dealers are running ahead 
of any other year and are better 


last year, with turnover of stocks 
averaging about once in 28 days. 
Up to Nov. 1, this year, dealers had 
disposed of 373,475 used cars com- 
pared with 348,000 for the best pre- 
vious 10 months of any year. 


Palol Names Agent 


Palol Perfumed Products, New 
York, has appointed Ritchie & Jan- 
vier as national sales agent. In 
addition to using newspapers the 
company plans to add_ business 
publications. Metropolitan Adver- 


announcement of new models, and | tising Company handles the account. | Gardner is editor. 


Scenic Group Switches 
to Radio, Newspapers 


New advertising methods will be 
used in 1941 to publicize Route 39 
in Western New York, according to 


officials of the 39 Scenic Route Asso- | 


;ciation. Heretofore folders have 
|been used for that purpose but 
ithese will be scrapped in favor of 
|newspapers and radio, Harry K. 
Martin, past president of the asso- 
ciation, announced. 


} . " s ’ 

‘Air “Review” Bows 

| The first issue of Aeronautical 
Review, a section of the Journal of 
the Aeronautical Sciences, official 
organ of the Institute of Aeronauti- 
cal Sciences, New York, a digest of 
current aeronautical information, 
has just been distributed. Major 


Sponsors Program to S. A. 


American Export Airlines, New 
York, has launched a thrice-weekly 
short wave radio program, “Ameri- 
can Aviation,” to 20 countries in 
Central and South America. They 
are broadcast in English, Spanish 
|and Portuguese and are devoted 
principally to telling the story of 


}aviation in North America. N. W. 
Ayer & Son, New York, is the 
agency. 


Boday Conducts Course 


Jules Boday, McCann-Frickson, 
New York, will again conduct a 
non-technical course in direct ad- 
vertising and mechanical produc- 
tion at the Advertising Club of 
|New York. Sessions will be held 
|on Monday evenings beginning Jan. 
| 20. Enrollment is limited to 50 
| persons. 


| 
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Rumania last year produced 46,000,000 barrels 
of oil. The Netherland West Indies’ production reached 
57,000,000 barrels. And nations stand ready to sacri- 
fice thousands of men and millions of dollars to pro- 
tect or destroy these resources. For today is indeed the 


day of motorized warfare . 


. a period when gasoline 


and oil has supplanted the sharpened bayonet and the 
long range gun as the most vital implement of war. 


Oklahoma’s place in America’s defense program 
stands out in bold relief in the face of the above figures. 


AMERICA’S GIBRALTAR 
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HAS IT IN ABUNDANCE 


For last year Oklahoma produced slightly more than 
156,000,000 barrels of oil, valued at $159,000,000. 
The Oklahoma City pool alone was responsible for 


49,000,000 barrels . . 
Rumania and nearly the 


. more than the total output of 


Netherland Indies’ yield. 


All of this makes Oklahoma one of the truly key 
states in America’s defense program. It puts Oklahoma 
City in the direct spotlight among cities which will 


benefit from defense activity, a city from which adver- 
tisers can expect above normal returns during the year. 


Are You Taking Full Advantage of the Stable Markets in These Days of “Defense Orders’”’? 


THE DAILY OKLAHOMAN - OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE Express *® WKY, OKLAHOMA CiTy * KVOR, CoLorapo 
Sprincs * KLZ, DENVER (Under Affiliated Mgmt.) * RePpreSsENTED BY THE KATZ AGENCY, 


INC. 
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: RESULTS OF TEST OPERATION OF AUDIMETERS IN RADIO HOMES 
Nielsen Expands 


ARTHUR $ etic mec ome seams ua 


Nant igiinn itesiag Orta’ @ ont © bp Oy Gut 6 Tou 
Teta Dayne Listening to Stahor Ustewag © Al Sater: i the Aves trom 600 PM we EAM 


BRISBANE (deus HER 


Starts Installation of , 
co SAID +. _ 1,000 Machines; Dis- 
» ‘ 
cusses Sales Plans 

“ * 
$ Chicago, Dec. 5.—A. C. Nielsen . ‘ ad 

Company revealed this week that, P 
following test operation of 200 a os 
a Audimeters in the area from Min- } cet 
a neapolis to Cincinnati for two years, ~ 
= - installation will start this month of ‘a 

800 additional mi i ; 


machines, to bring JAN FEB 


, ef 2 2 


may JUNE JULY SEPT. OCT. «SNOW. ~—séEC: ’ 
the total in operation — to 1,000, Leassnaas, Gneasenses suanven pass cnsenensne onsen ae 
“promptly following decisions now ' 
J 
MiEL SEM SEMvice Chart I! Chart III 
PER CENT OF RADIO FAMILIES Some of the extremely interesting data about radio audience behavior uncovered by A. C. Nielsen Company in test oper- 
TUNING IN RADIO SOMETIME ation of its Audimeter in a statistically accurate cross section of radio homes in Illinois, Wisconsin, Indiana and Ohio 
DURING EACH DAY are shown in this series of charts. The tests have been conducted in this area continuously since the latter part of 1938. 
Most of the charts shown here, through the courtesy of the A. C. Nielsen Company, are self explanatory. Chart II, above, 
yt hy shows how Station "C" jumps from a low point of 6.8 per cent of all listening to all stations in the area to a peak of 
ge a 34.4 per cent as a direct result of baseball broadcasts. Chart Ill shows graphically the effect of network affiliation on 
= total listening to a particular station. In studying this chart it should be remembered that the seasonal factor in radio 
DAY ONLY NIGHT ONLY g P g 
“There are many high-grade Cath- — | | listening does not affect the figures, since the results are shown in percent of total listening for each bi-monthly period. 
olic publications in the country, = == mersem seavics sen semvice ne eo 
and the advertiser, manufacturer AUDIENCE TURNOVER AUDIENCE TURNOVER PHONE VS. NON-PHONE LISTENING 
or agent should realize the value FAMILIES GAINED AND LOST DURING 4 WEEK PERIOD Prout Evening Mou! Progra 
of the field that they offer to wise BY SUCCESSIVE BROADCASTS 
— : _ . } Progiam Broadcast Once a Week 
advertising investment. Every ad- - sen com as PHOne NON PHONE 
vertiser knows the added value of PER CENT OF ALL | ees a \ 
| | RADIO FAMILIES 7 phoneme t - 
any publication which can truly | J ne. 
say, ‘I have the confidence, affec- Py 4 
tion and respect of my readers.’ 7 io fe 8 
This can truly be said by every poamen ustenens | 
representative Catholic publisher. | nm | | niu} a % Wun PREeRAES 
The publication is taken by the | on Z 
reader as a part of the family. oe etm , 
The children know it from their _ = 
first days of reading and earlier. Chart | iia 
The old people look for it eager- ; : ee. FERSReES 
ly. It is believed by every person How Nielsen Audimeter tabulations seeseen sneuueen 
hat ds it have broken down the percentage of NOT LISTENING NOW 
that reads it. radio families listening to the radio 
: ; , ; during the 6 a. m. to 6 p. m. and the 
“There is a field in Catholic pub- 6 p. m. to 6 a. m. periods in December : : — 
lications for every really high- and June. With day and night com- 
urade advertiser, for everything ag oe be 04 gl —. ee = 
P ' e r, @ e ' 
especially that appeals to the yo Further breakdowns 3 Rhee that peaohdd —* vasa 
American family as a family— only about 8 per cent of all radio fem- Charts IV and V above deal with audience turnover. Chart IV indicates this particular weekly program, attracting 40 per 
from the most high-priced automo- ilies listen less than one hour per day. cent of the total listening audience the first time it is broadcast, has reached 75 per cent of that audience at least once 
bil h Bee Si by the time it has been broadcast four times, although its percentage of the available audience for any particular one 
ile to t e ——— resent for being made in regard to sales poli- | of the four broadcasts may be unchanged. Some who listened to the first program did not hear the second, while others 
the soldier or sailor. This truthful ojoc corporate organization, ete.” who did not hear the first tuned in for the second, and still others listened to both. The pattern for this program, which 
statement we seek here to im- “Meanwhile we expect to offer is given a turnover factor of 1.875 (the ratio of the total number of families reached in the month to the average fam- 
press upon the able advertising Nielsen Radio Index service to ad- ilies reached per broadcast) is apparent from the shading in the bars. The variation in the audience turnover factor 
" : oe ‘ by length of program and frequency of broadcast is shown in Chart V. Maximum and minimum turnover factors for 
agents of the country, constantly | vertisers, agencies, broadcasters and 


weekly hour and half-hour, and daily 15-minute programs are shown for a four-week period. In Chart VI is shown the 


on the alert for new avenues of Others on a basis which will ex- relative proportion of listening to seven leading evening hour shows in telephone and non-telephone homes. It will be 


distribution. Through the Catho- (P@nd the initial 1,000 audimeters noted that in one instance 65 per cent of the audience is in telephone homes, while in another only 40 per cent of the 
lie publications, as in no other steadily, probably in steps of 1,000 audience is in homes with telephones. 
aay * al medium, you can reach directly instrume nts every SIX months, until SS we rten ec orice MELSON SERVICE maser fence SSS 
7 sah eudls Gilles Gf ods di the entire country is covered,” A. € 
Bee Cathelie families well-(o-d0 Nielsen, president, said. URBAN VS. RURAL LISTENING MINUTES LISTENED PER BROADCAST DUPLICATION OF AUDIENCE 
og ae at we families. And renal ad- “Based on assurances of support ee ee BY FAMILIES TUNING IN BETWEEN PROGRAMS 
ata , vertisements will appear in pub- from a majority of Nielsen Food = 
lications that are not read and and Drug Index clients,” he said, ian . Ucnang too Oometons 
Cat tossed aside, but kept and cherish- ‘we believe it will be practicable oe ... ™ OOS Se ee 
= | I PROGRAM | — 
= ed from week to week.” to offer the service broadly, i.e., on . . « m3 LM 
a ? a non-exclusive basis. However, <2 
. a e it may prove more desirable to par 3 . 142 
Ma iis Melee & neadaiiin employ an exclusive basis, which " a Te 
< » b « Bp 6G = é » . 
7 ; would confine service to a limited , & 
lic, wrote that for you. The op- number of large clients who have ™ ye ME 
a . ° a u 
es portunity is yours today to ‘indicated a desire to underwrite [ae 
f profit by reaching ONE MIL the entire cost in return for the ad- 0 , 2 = Qs 
: 7 ; g vantages of exclusive possession of ene «| PROGRAM M 
s LION FAMILIES through Our Nielsen Radio Index facts. j aerate a] | 
ae. i - ; : “ | * 
Sunday Visitor and The Regis- How Audimeter Works an ae | 
. “diproae , «€ . re ee Pe ao al 
ter directly and surely” and “In either event, each new client eS ll »| 
at low cost. will receive immediately the data 7 
from our first survey, which has .. % a oL all - : ¢ PROPOSED COMBINED 
not yet been released. This 200- oe ee REN a a | ae ~ Tv Tt 
F Audimeter survey will continue 
e until the sample is expanded to —— 
i , *” Chart VII 


1,000 Chart VIII Chart IX 


LATION Four years and $600,000 have ol — the widespread variation in urban and rural listening to seven leading hour programs, a_ portion 
cir already been expended on the de- of which is undoubtedly due to basic differences in the likes and dislikes of these market divisions, as well as to difference: 
\} VISITOR hi anh te aplication. Mr, WMiel- in actual coverage of rural homes by the broadcasting station transmitters. Chart VIII shows for two typical one-hour 
; lly ; . 3 . broadcasts the percentage of the audience which stayed tuned in for | to 10 minutes, |! to 20 minutes, 21 to 30 minutes 
SUNDA sen said. The Audimeter is a ma- etc. While program M was obviously much more successful in holding its audience than Program L, less than 52 per 
chine installed out of sight, in cent of its total audience listened for 50 minutes or more. Chart IX provides an interesting analysis of the case of 

radio homes, which makes a min- 


@ sponsor with Program A, which now reaches 55 per cent of the total audience at least once every four weeks, and 


ute-by-minute record of radio who wishes to reach the remaining 45 per cent of the audience. Program B reaches 42 per cent, but does it reach 
listening, showing not only whether a different 42 per cent from those reached by Program A, or would it merely duplicate this program? The Nielsen analysis 
the radio is on or off. but what sta- in this instance showed that Program B actually reached an 18 per cent seqment of the listening audience not reached 
tion and every dial change by Program A, so that by adding the program, the sponsor increased his total audience to 73 per cent, with 31 pe: 
Write for “Why Should 1?”- Rg ~ “Ser nen ew Mush L. Rusch. sent still reached only by Program A, 24 per cent reached by both A and B, and I8 per cent reached only by B 
the booklet of facts about this executive vice-president, also made 
ie one million family Sunday read- available this week a series of nine Potter to Fall River Schwarz with Agency Promotes Fare Cuts 
. 3 ing audience. charts showing some of the mass of H. Vinson Potter has resigned as Harold S. Schwarz, formerly New York Central System is | 
a coer ee ee the reg survey, merchandise sales and advertising advertising manager of VanPatten moting its fare reductions for 
dealing with the size and composi- manager of the Oklahoma Natural Pharmaceutical Company, Chicago, holiday season with a newspa} 
-_ c. D. BERTOLET & CO., INC. tion of radio audiences, audience Gas Company to become general has bought an interest in Neal | campaign in 36 on-line cities. T' 
oo eee Seneneree turnover, audience duplication, sales manager fot the Fall River Advertising Agency, Chicago, and | insertions, of 300 lines, are sch¢ 
: . 30 N. Dearborn CENtral 0481 0 eural vs. urban and telephone vs. G88 Company, Fall River, Mass. will serve as account executive. uled for approximately 78 papé 
= CHICAGO, ILLINOIS non-telephone program preferences, He was succeded by Alden Coffee, Neal has been appointed to handle in Eastern and Midwestern citi 
i wn formerly with the Texas Utility advertising of Dearborn Products, Copy suggests that tickets be giv« 
é ; Company, Plainview, Tex Inc., drug manufacturer, Chicago. as Christmas presents 
ce 2s + ; ae, 
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igs yr Bey wy Bre 
Sales Data on 24 Reston Van & Storage Company; 


4 Los Angeles Sportogs Company; 

Companies Shown California Shoe Fair; California 

Washington, D. C., Dec. 5.—Four | Gift and Art Show; and Otarion- 
additional studies of the operations oy Angeles, hearing aid distribu- 
of groups of businesses have been) 
released by the Federal Trade|, . w ° oe 
Commission in its series of indus- Join House Beautiful 
trial corporation reports. | C. Frederic Bohlig, formerly with 

The studies cover six companies | Ray 4, Maan ye Poe a org a 
manufacturing rubber products, New York advertising sales staff of 
representing 86 per cent of the 


in ; House Beautiful. 

field’s volume; eight corporations A 

making non-electric heating and China Kiln Picks Whipple 
nage Big. econ ee cae 4 Carr Whipple, of Whipple & Black 
cong e value OF product's | Advertising Company, has been 
for the field as a whole; four bis- named advertising counsel for China 
‘uit and cracker makers, represent- | Kiln, Inc., Detroit. 

ng 74 per cent of the industry's 


Prod ucts Vie 
with Scenery 
in Vermont Page 


Burlington, Vt., Dec. 5.—Testing 
the theory that manufacturers can 
profitably collaborate with resorts 
in exploiting their mutual home- 
land, a cooperative page of ten 
advertisements will appear in the 
Dec. 7 issue of The New Yorker, 
inviting readers of that sophisti- 
cated magazine to spend Christmas 
in Vermont. The page is divided 
into panels, each carrying the indi- 
vidual appeal of the advertisers. 

The manufacturers participating 
include Vermont Marble Company, 
Procter, Vt., advertising “gifts that 


never grow old”; Colburn’s, Mont- 
pelier, featuring some of Vermont's 
noted foods; Mount Mansfield Maple 
Merchants, Burlington, offering 
the state’s equally famous maple 
syrups; and Edlund Company, of 
Burlington, extolling gadgets which 
make light housekeeping even 
lighter. Alfred A. Knopf, New 
York publisher, qualified for the 
page with an announcement of 
Charles Crane’s new book, “Let Me 
Show You Vermont.” 

The page was placed by Town- 
send Advertising Service, which 
has been handling winter sports 
campaigns for State's Publicity 
Service and The Lodge, Smugglers’ 
Notch. The idea had its genesis in 
part in an election joke of four 
years ago, when a New Hampshire 


wit summarized the reaction of 
some voters by placing a sign on a 
bridge leading across the Connecti- 
cut River into Vermont: “You are 
now leaving the U. S. A.” More 
important, Charles E. Townsend 
said, is the fact that “No one needs 
to be told that Christmas looks like 
Christmas up here.” 

Seven of the ten advertisements 
in the page are keyed by some spe- 
cial offer. 


Promotes Joseph Lesac 

Joseph Lesac, who has been in 
the advertising department of the 
Phoenix Hosiery Company, Milwau- 
kee, for a number of years, has 
been named assistant advertising 
manager, succeeding Martin Koeh- 
ring, recently promoted to adver- 
tising manager. 


sales; and six of the “more impor- 
ant” manufacturers of steel cast- 
ings. 

The rubber manufacturing com- 
vanies had total sales in 1939 of 
$757,165,918, but complete figures 
howing ratio of sales and adver- 
‘ising costs are given for only five 
companies, with total sales of $552,- 
267,559. These five companies spent 
$83,439,084 in 1939 for selling ex- 
penses, or 15.11 per cent of total 
sales; their expenditures for adver- 
tising totaled $17,252,504, or 3.12 
per cent of sales. 


Other Classifications 


The eight heating and cooking 
apparatus companies had total 1939 
sales of $152,478,026, and spent 
$21,037,701, or 13.8 per cent, for 
selling expenses, and $3,314,239, or 
2.17 per cent, for advertising. 

The four biscuit and cracker 
bakers had 1939 sales of $154,719,- 
550, of which $31,887,773, or 20.61 
per cent, went for selling expense, 
and $5,328,337, or 3.45 per cent, for 
advertising expense. 

The six steel castings manufac- 
turers sold a total of $53,089,769 in 
1939, of which $2,400,463 or 4.52 
per cent, went for selling expenses, 
and $67,525 or 0.13 per cent, for 
advertising. 


McNamara Heads Chicago 
Branch of Kroger 


H. V. McNamara has been named 
manager of the Chicago branch of 
the Kroger Grocery & Baking Com- 
pany, succeeding S. P. Evans, who 
has been transferred to the Kansas 
City, Mo., branch. Mr. McNamara 
will have charge of nearly 300 stores 
in Chicago, northern Indiana and 
southern Wisconsin. 

William Lincer, Cincinnati, has 
been named grocery merchandising 
manager of the Cincinnati branch 
of the Kroger Company, succeeding 
George N. Edwards, who has been 
made manager of the Louisville 
branch. Glenn F. Knickerbocker, 
sales manager for the Pittsburgh 
branch in 1938-39, has been pro- 


moted to manager, succeeding W. J. a 
Hurford, resigned. £ ; ‘ E 
Joins American Car TSF ae Vr eee STEVENS fonw nhe FLY ¢ 
lay M. Reibel, formerly with MN - T0rkty 0. 
McCann-Erickson, New York, has SIN, | 
been appointed advertising man- 
ager of American Car & Foundry 
Company, New York, and its affili- 
ated and subsidiary companies. 
——— Put 144 ust 1 
Named by Westinghouse ting $+ 2940 
retry | Callard va sane ae The net-paid-circulation of SPORTS AFIELD has steadily climbed ota 
p ted manager of distribution ap- to win first place among all quality” sporting magazines. Constantly ton 
I itus in the agency sales depart- tree’) : 
. Mts ‘Co cane wae ke nog and comparatively SPORTS AFIELD is bringing advertisers out- beduig, “Por? aDrtet me 
an | Mfg. Company, with headquar- ‘ a lie. 
ter. in Pittsburgh standing results . . . due to greater reader interest, plus the s fing ® our dittre 
t Car, 


H-ads Wilson Distilling lowest delivered cost per page per thousand in the sporting field. 

arold C. Levin has been elected 
I ident of Wilson Distilling Com- 
pa y, Bristol, Pa., maker of Wilson 
Tiat’s All” whisky. 


An ever growing number of manufacturers and distributors report 
climbing sales in the heart of America’s most brand conscious 
market. Their letters praise the valuable and effective 
advertising job being done for them by SPORTS AFIELD. 

Their appreciation is being reflected in orders for increased 
space in 1941. 


888 PLANTS BUSY 
-I1’ NEW HAVEN AREA 


‘ | spite the fact that the New Haven 

a has great munition and gun 
} onts and is located in the world’s 
*more than five cents per copy 


$PORT$ /\FIELD 


444 MADISON AVENUE NEW YORK CITY 


p>) vest brass manufacturing center, 
ier non-defense industries. rubber. 


»« ocks. hardware. toys. tools. silver. 
equally busy. with European 


plies closed. Send for market 
| whure “Register City.” New Ha 
1 Register. New Haven. Conneec- 
it. 
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ADVERTISING AGE 


The Advertising Agency-Il 


Its Rights and Duties as to Media 
By HARRY HIBSCHMAN 


to be informed as fully as the 
| proprietor of the newspaper. 
| Both as to the newspaper and as 
| to the advertiser it undertakes 
to do perfect work. 
| It will be noted that, as here de- 
|fined, the duties of the agency are: 
| (1) to prepare the advertiser’s copy; 


[Editor's Note: This is the second | legal advice cannot be given here.| | (2) to collect from the advertiser 


of a new series of studies of adver- 
tising and publishing law with par- 
ticular reference to advertising 
agencies, their relations to clients, 
media and the general public. The 
author is a practicing attorney and 
counselor-at-law, author and lec- 
turer who has made publishing and 
advertising law his specialty. Other 


articles in this series will appear in | 


these pages from time to time. 


Readers of ADVERTISING AGE are 
invited to submit questions to be 
answered or subjects to be discussed 
by Mr. Hibschman. However, they 
must be general in their nature and 
must not relate to pending cases or 
contemplated litigation, as personal 


MAILING_ SERVICE 


Multigraphing Filling-in 
Addressing —Mimeographing 
THE LETTER SHOP, Inc. 


440 S. Dearborn St. 
CHICAGO 


Wabash 8655 


A California court having before 
‘it an advertising case, some ten 
'years ago, referred to the business 
in hand as “somewhat out of the 
‘ordinary” and then proceeded to 
|describe the functions of the ad- 
|vertising agency in these words: 
| As to a newspaper, an adver- 
| tising agency undertakes to so- 
licit and finally prepare for in- 
sertion advertising matter and 
to collect therefor and then to 
| pay the newspaper. In turn the 
newspaper gives the agency a 
liberal discount on the pay- 
| ments which are made prompt- 
ly. As to the advertiser, the 
agency undertakes to inform 
| itself of his wants and needs 
| and to express them in the most 
effective form for insertion in a 
newspaper, to select a place in 
the newspaper where the ad- 
| vertisement is to be inserted, to 
| obtain the most efficient and 
economical space, and to make 
all arrangements therefor. On all 
of these matters it undertakes 


for the space used; (3) to pay the 
|/newspaper promptly; and (4) 
‘do perfect work.” 


|quired to do “perfect work.” 
Many Other Duties 
fact 


The is that the duties out- 


lined are not the only ones devolv- | 


ing on the agency. 
the 


For instance, 
publisher of a newspaper or 


magazine, or the proprietor of any | 


other advertising medium, has the 
‘right to set up standards to which 
‘all advertising material appearing 
lin or using his medium must con- 
‘form; and, unless bound by con- 
tract, he may legally reject 
|advertisement that does not come 
up to his standards or that fails to 
|meet his approval otherwise. In the 
‘absence of a contract, he cannot as 
a matter of law be required to ac- 
cept any advertising or any particu- 
\lar advertiser’s business. 

The contracts now in general use 
provide, furthermore, that “the 


pared to 


SIGNS OF 
LONG LIFE 


MY NEW SIGN 
INCREASED MY SALES 


“14.6 % 


From all over America there have come comments like this 


POSITIVE PROOF that dealer signs result in bigger business! 


An audited and certified survey recently completed by the Customer 
Research Department of the Artkraft Sign Company among dealers of 
nationally advertised lines identified at point of purchase by 
dealer signs, with signed statements and actual figures, taken from = cus- 
tomers” books, substantiates what Artkraft has always contended, that 
dealer signs offer net only the intangible cumulative value such as is 
derived from all good advertising, but that their use results in a tangible, 


definite improvement in sales, ®14.6°° average the first 3 months, com- 


same 3 months the year previous. 


' 
* FREE! . AND DON'T FORGET 
¢ A copy of the analysis 

of this survey. or the survey which proves if goml business indicates that you 

: = - should spend money NOW for future 
that national advertising ean be made 5 results, Artkraft PERMANENT Dealer 
times as effective through the use of Signs will have the same _ intangible 

. : a ’ cumulative value as any other institu 
- me donage- tegen rage nigga _—— Also tional advertising medium PLUS an 
write for the new publication. “How to actual 10-YEAR or more PHYSICAL 
Set Lp a Sueecessful) Dealer Sign Pro- cumulative value. 
gram.” 


% 14.6% is the actual audited and cer- 
tified average sales increase reported 
by dealer survey. 


Artkraft 


by... ARTKRAFT SIGN COMPANY 


GENERAL OFFICES: 900 E. Kibby St., Lima, Ohio, U. S. A. 


The World's Largest Manufacturer of All Types of Signs 


“to | 
We need not | 
|\say what we think about the sug- | 
gestion that anybody should be re- | 


any | 


| presumed to be correct. 


_ SAVINGS IN SOCKS 


FIT T rary, / aekee 


BY FAR THE FINEST 


LONG CIGARETTE! 


A GREAT NEW BLEND —THE FIRST IN A DECADE 


SAVINGS BUY MEW PAM OF STOCKINGS 4 MONTH 


ane cars fan romee 
swore te e0er 
wor pan tne 


| METRE 20% LONGER. 100% BETTER. YET COST Wo MORE! 


Dunhill manages to work in a pair of 
legs in current newspaper copy featur- 
ing its long cigaret. 


subject-matter, form, wording, illus- 
trations, and typography of the ad- 
vertising shall be subject to the 
approval of the publisher.” So far as 
radio is concerned, they provide 
that “programs prepared by the 
agency are subject to the approval 
of the station management, both as 


ous 


the rule has been abrogated by the 
courts, and in others it has been 
changed by statute. Among them 
are Georgia, Kentucky, New York, 
Texas, and Wisconsin. In these 
states the agency could be com- 
pelled to contribute to the publisher 
in the case described but in others 
it could not. 

To cover this situation, many ad- 
vertising contracts now provide, a: 
does the standard radio contract 
that the agency binds itself to hol 
the publisher or the station harm 
less against all claims for libel, in 
vasion of privacy, infringemen‘ 
and so on. This places a very seri 
burden and risk upon tl 
shoulders of the advertising agen 
cies, which some have sought 
meet by taking out insurance. 

Are such contracts enforceable 
If a radio station is sued for lib: | 
or slander and forced to pay a jud: 
ment, can it, under such a contrac , 
compel the agency to reimburse 
for what it has paid out? 


Difference of Opinion 


There are not many cases invol 
ing this particular point. One 
the oldest was a case in which Jud; > 
Story sat in judgment. He calle | 
attention to the fact that libel was 
criminal offense just as much 
theft or murder and remarked, “N> 
one ever imagined that a promise | 


to the artists and as to the pro- 
gram content.” 

It is, therefore, manifestly the 
duty of the agency to proffer only 
such copy or material as conforms 
to the standards of the publisher or 
|medium and meets the requirements 
‘of the contract under which it is 
operating. 


Mistakes by Publishers 


| 

| A Massachusetts court 
1813 that a newspaper was respon- 
|sible if it made a mistake in pub- 
|lishing an advertisement. Even the 
| poor handwriting of those days was 
‘no excuse. But later cases held 
erally covered by 


contract, the 


|usual provision being that the pub- 


lisher furnish a_ proof of the 
j}advertisement, which, if not ob- 
jected to within a given time, is 


In the few 
cases where the publisher has been 


vertisement as published, the 
amount of recovery has been limited 
to the amount paid for the insertion 
of the particular advertisement. 
An advertisement, as we shall see 
in subsequent articles, may contain 
statements that are libelous, use 
names or pictures in such a manner 
as to give rise to an action for in- 
vasion of privacy, infringe on copy- 
righted matter or trademarks, or 
constitute unfair competition. The 


parties concerned in the publication 
of the objectionable matter are 
liable to the injured party. In libel 
cases it has been held that even the 
printer who sets the type may be 
sued. It is obvious, then, that both 
the agency and the publisher must 
be liable in most of the cases men- 
tioned, leaving out of account for 
| the present the liability of the ad- 


vertiser. The pertinent question 
that arises in that connection is, 
Does the publisher have any re- 


course against the agency if he is 
compelled to pay a claim or a judg- 
ment in such a case? 


Can't Divide Responsibility 


The importance of this question 
from the standpoint of both the 
publisher and the agency is ap- 
parent, and the answer at common 
law is quite simple. It is that, 
where two or more parties are 
guilty of what the law calls a tort 

that is, a wrongful act not arising 
out of contract—and are compelled 
to respond in damages, those who 
pay, either willingly or under judi- 


cial coercion, are unable to make 
the others contribute either the 
whole or a proportionate part of 


what they have paid. So, if an ad- 
vertising agency placed a libelous 
advertisement in a newspaper and 
the publisher were sued and com- 
pelled to pay a judgment obtained 
by the injured party, the publisher 
could not compel the agency to pay 


either the whole or a part of the 

judgment. In some states, however, 
os 

48 Pe iy 

E -_ 


held in| 


otherwise. Today the matter is gen- | 


held liable for mistakes in the ad- | 


general rule in such cases is that all | 


HAIRE. 
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BUSINESS PUBLICATIONS 


Merchandising Authorities 
since 1909 P 
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pay for the poisoning of another Consumer Forum of N. Y. 


was capable of being enforced in a | 
court of law.” And he concluded | Ad Women to Be Feb. 18 
The second annual 


that a contract to indemnify a pub- | Consumer 
lisher if he should be sued for libel | Forum, given under the auspices of | 
because he had published some-|the Advertising Women of New | 
thing submitted to him by the other | York, whose theme will be “Adver- | 
arty to the contract was void. tisers Ask Consumers,” w ill be held | 
P P 'Feb. 18 at the Hotel Pennsylvania. | 
There is also an old Vermont case | rs. Barbara Daly Anderson, | 
in which the highest court of that | director of the Consumer Service 
state reached the same conclusion.|Bureau of Parents’ Magazine, is | 
But the Supreme Judicial Court of | acting chairman. 
Massachusetts made a distinction in 
i later case. It argued that, while 
t might be against public policy to 
wave a party enter into a contract |qay Company, Chicago, to join the 
o indemnify a publisher in the | Dubuque Telegraph-Herald, which | 
vent that he should be sued over|is represented by West-Holliday. | 
omething submitted to him for|Mr. Gordon will also work on the 
yublication at the time of the ex- | radio station shortly to be put into | 
‘cution of the contract and which |°Peration by the Telegraph-Herald. 
1e feared was defamatory, it was 


a a Re 
Gordon in Dubuque | 
K. S. Gordon has left West-Holli- 


]. Frank Dufty ; 
Begins 5Ist Year 


in Advertising 


Rochester, N. Y., Dec. 2.—J. 
Frank Duffy, advertising counsel of 
the Gannett Newspapers, began his 
51st year in advertising this week, 
although he decided 12 years ago 
that he was going to retire. Youth- 
ful appearing, nattily attired, Duffy, 
whose weakness is snappy neckties 
of varied hues, moved for the at- 
tack in the second half of the cen- 
tury with the enthusiasm for which 
he is noted. 

He had intended to become a 
lawyer and did study law for two 


jyear he became advertising sales- 


years after completing courses in |News for special national advertis- 


New York City public schools, but|ing work, going from there to 
in 1891 he took a job as typist and|the Dallas News as _ advertising 
general assistant in the office of | counselor in 1930. He became 


T. B. Eiker, representing the Chi- | advertising counsel for the Gannett 

cago Herald, Chicago Evening Post | Newspapers in 1932 at the central 

and Buffalo Evening News. Next | advertising office in the Times- 
| Union building here. 

man for the New York Evening | —— 

Telegram; two years later he joined 

the C. J. Billson firm, which repre- 


Form Gibbons Agency 


sented several large city news-| _J- Burr Gibbons, for 10 years 
papers vice-president and a major owner 
i cage . ‘of Rogers, Gano & Gibbons, Tulsa 

In 1905 he went to Verree & & r 7 


has organized the Gibbons Adver- 
tising Agency at Tulsa. Leslie E. 
Brooks, copywriter and _ publicity 
man, and Mrs. William F. Cody, 
|who have been associated with Mr. 
Gibbons for five years, will be vice- 
president and _ secretary, respec- 
‘tively, of the new company. 


Conklin, also newspaper representa- 
tives, then in succession, to Smith & 
Thompson and to the John Budd 
Company, becoming president in 
1926 when John Budd died. The 
next move was to the Cleveland 


\ot against public policy for parties 
o enter into a general contract of | 
ndemnity where no specific pub- 
ication was under consideration 
and no publication of any matter of 

suspicious nature was contem- 
plated. In the former case, the court 
reasoned, the publisher was a de- 
liberate party to the dissemination 
of the libel as he had notice of it 
and took the indemnity contract as 
a means of protecting himself; but 
in the other case the publisher was | 
simply protecting himself against a | 
contingent but not expected lia- | 
bility. 

The Massachusetts case seems to | 
be the only one in which the court | 
upheld an indemnity contract cover- | 
ing liability for the publication of | 


a libel. There are a number of | 
English cases in which such con- | 
tracts have been condemned as | 


against public policy and held un- | 
enforceable. There is no recent | 
American case, and no one can Say | 
with assurance what our courts 
would hold at the present time re- | 
garding this question. 


Draws Distinction 


My own opinion is that the rea- | 
soning of the Massachusetts court 
is sound and that where, as in the 
case of a radio contract, there is a 
provision of a general nature put- 
ting the responsibility on the agency 
in the event that it broadcasts de- 
famatory matter or matter that 
otherwise violates some one’s rights, 
the provision should be enforceable. | 


If this conclusion is correct, then, 
of course, the responsibility for | 
having all its copy and material | 


checked from a legal standpoint so 
as to prevent every possible danger 
of liability for libel, of 
privacy, infringement, or other 
wrongs rests upon the agency. 
Whether this is also the case so far 
as the client is concerned we shall 
see in a subsequent article. 

Reference may properly be made, | 
in this connection, to the common 
gossip that a certain newspaper and 
radio columnist has a contract with 
the newspaper syndicate that dis- 
tributes his material and with his 
radio sponsor that they will hold 
him harmless in case of suit over 
anything he writes or says. As these 
contracts, if they exist, clearly con- 
template that the columnist or 
commentator shall follow his cus- 
tomary style and use his customary 
material, which abounds with mat- | 
ter which might be cause for legal | 
ction, the only conclusion regard- 
ing them must be that they are un- 
enforceable under the Massachu- 
se'ts rule, as well as under the old 
rue 


invasion 


HE Smiths are 


Expenditures for 


Manning Joins Pepper 

‘rancis X. Manning, 
Moore & Hamm, Inc., has 
W. Pepper, Inc., New 
rk, as account executive. 


formerly 


RICHMOND — 
AND NORFOLK 
IN VIRGINIA! ~ 


The 


© manOwas 


orPparsemtativt 


family. They operate, like 
so many of us do, on a budget. 
pleasure are 
made with the same careful consid- 
eration as is an expenditure for a 
new suit or a new fur coat. 

Take the movies for instance. 
When the Smiths go to a show it’s 
a family affair. They check the 
movie directory of their favorite 
newspaper for an entertaining pic- 
tue TO FIT THE FAMILY in 
the same manner they shop the ads 
for a new chair or a new lamp. 
Smiths do their 
shopping” in The TIMES because 
within its columns they find a 
greater choice of theaters than in 


2B tg OLR SRI! 8 nth Se no 


When the Smiths attend the 
movies itSa 


an average 


of their family 


because 97% of 


“movie 
their business. 


ean. idea 


any other Chicago newspaper. The 
Smiths, like other Chicago fam- 
ilies, rely on The TIMES for most 


find in its advertising columns a 
complete buying guide in which 
they have confidence. 

Advertisers who recognize this 
powerful family influence of The 
TIMES are gaining a friendly en- 
tre’ for their products into thou- 
sands of Chicago homes. They find 
The TIMES a profitable medium 


Advertisers can have this 
“friendly introduction” to these 


NUMBER OF MOVIE 

THEATRES ADVERTISING 

IN CHICAGO NEWSPAPERS 
NOVEMBER, 1940 


OAILy AVERAGE. ) 


purchases. They 


responsive Chicago TIMES fami- 
lies at the lowest milline rates for 
evening newspapers in America. 


THE % TIMES 


CHICAGO'S PURE NEWSPAPER 
NATIONAL REPRESENTATIVES 
San FRANCISCO MEW YORK DETROIT CHICAGO 


its 424,250 family 


readers live in the city and suburbs, 
the territory from which they get 


N. ANGIER 
ATLANTA 
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~ wit aes Re * ca oe 


December 9, 1940 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Gracie Loses a Bet, 
But We Can't See Why 


To the Editor: Because she be- 
lieves in ADVERTISING AGE : 
“Gracie-the-secretary” just lost a 
bottle of champagne. 

Finding it necessary to write some 
bulletins this morning, I inquired 
what was new. “Gracie-the-secre- 
tary” replied that in ADVERTISING 
AcE there were many reports show- 
ing prosperous times—that Loft, 
Inc., made over a million dollars 
net the first nine months this year. 
Believing this was impossible, a 
wager of a bottle of champagne 
was made. 

Sure enough, ADVERTISING AGE on 
page 18, issue of Nov. 18, states: 


“Loft, Inc., net income for nine | 


months ending September 30th was 
$1,463,634." 

“The net income of the Pepsi- 
Cola Company for seven months 
was $3,666,264.” 

Inasmuch as Loft, Inc., own some 
77 per cent of Pepsi-Cola, it would 
seem from your report that the net 
income of the two companies was 
well over five million dollars. How- 
ever, the Loft income is misleading 

untrue ... and incorrect when 
looked upon as an operating income 

for I am informed that Loft 
received two million dollars in divi- 
dends from Pepsi-Cola, which 
would make their net income for 
the first nine months an actual loss 
of over one-half a million dollars. 

“Gracie-the-secretary” says this 
is the first time ApvERTISING AGE has 
been incorrect and from now on 
she will wager only a Pepsi-Cola. 

H. C. CHAse, 

Merchandising Department, 

E. J. Brach & Sons, Chicago. 

v v v 

|Editor’s Note: You'd better not 
let Gracie see this issue of Apver- 
TISING AGE, because we think she 
let you slip one over on her when 
she paid off that bottle of cham- 
pagne. The figures given for the 
corporate earnings of the two com- 
panies are correct, even though they 
don’t both represent operating in- 
come. | 

v v v 


Baltimore Ad Club 
Gives Editor an Idea 

To the Editor: Giving credit 
where credit is due is an old belief 
of mine and I feel much credit is 
due ADVERTISING AGE, especially 
from this office, as we have found 
many helpful ideas and much in- 
formation contained in its pages 
every week 

Just for example—in the July 22 
issue you printed a picture of one 
of the first in a series of ideas pro- 
duced and developed by the Balti- 
more Advertising Club. The sub- 
ject of this advertisement which 
you pictured was “God Bless Amer- 
ica.” It gave us an idea for a series 
of similar articles in our publica- 
tion, Junior Arts and Activities. 

We wrote to Mr. John G. Mayer, 
executive secretary of the Advertis- 
ing Club of Baltimore, asking their 
permission to use a similar theme 
Having their permission we _ de- 
signed a full page project which 
appeared in the September, October 
and November issues of our maga- 
zine. As our magazine is an educa- 
tional publication used by the ele- 
mentary school teachers in their 
daily work with the children it 
was our belief that we could do a 
good job in bringing important facts 
about America to the school chil- 
dren 

We are just trying to do our bit 

Ear. J. JONES. 
Publisher, Junior Arts and Ac- 
tivities, Chicago 


Goods Come Through 


To the Editor: As a subscriber to 
A. A., and making good use of many 
articles you publish, I thought that 
the attached advertisement in the 
morning paper today would interest 
you 

The T. Eaton Co. is Canada’s 
largest merchandiser and the re- 


INSTITUTIONAL 


BRITAIN 
DELIVER 
THE GOO 


A new type of institutional copy is sym- 

bolized by this full-page for T. Eaton 

Company, Canada's largest department 
store. 


markable records mentioned here 
are worth noting. 

I have no axe to grind in sending 
you this advertisement but I am 
deeply interested in the great show- 
ing the “old country” is making 
ane all odds and thanks to 
U.S. A. assistance in war materials. 

PRATT KUHN, 

Advertising Manager, Winnipeg 

Newspaper Union, Toronto 

vY 


ANPA Position on 


Agencies Recalled 

To the Editor: I have noted with 
interest the article on page 24 of 
ADVERTISING AGE of Nov. 25 discus- 
sing the legal status of the adver- 
tising agent. 

I am interested in all aspects of 
the discussion because the ANPA 
in maintaining its Recognition List 
of Advertising Agents declines to 
put any advertising agent on that 
list unless it has the status of an 
independent contractor. 

While it was printed eight years 
ago you may be interested in the 
enclosed ANPA bulletin discussing 
the legal status of the advertising 
agent, for it was prepared by Mor- 
ris, Plante & Saxe, who were coun- 
sel at that time to the ANPA 

CRANSTON WILLIAMS, 

American Newspaper Publish- 

ers Association, New York 

| Editor's Note: The statement of 
the agency's position developed on 
behalf of the ANPA follows closely 
the same general ground covered by 
Mr. Hibschman in his discussion. 
“In the newspaper field,” it says in 
part, “the advertising agent in his 
dealings with the publisher has 
been treated as a principal. This 
is in accordance with a custom 
which has prevailed for many years 
and results not from any rule of 
law but from agreements between 
the parties themselves, and the 
manner in which the business is 
conducted The publisher looks 
upon the agent as an independent 
contractor and contracts with him 
accordingly to publish the advertis- 
ing which the agent may order, for 
the account and credit of the agent 
and upon the agent's promise per- 
sonally to pay therefor In other 
words, the rights and obligations 
of the agents and the publishers 
are tixed by their contracts m7 


v ’ v 


Letter to Customers 


Assures Them of Service 


To the Editor: You will find 
attached to this letter a copy of a 
letter which our general sales man- 
ager, C. H. Butterfield, recently sent 
out to some 12,000 of our regula 
customers 

Since it touches on a sales prob- 
lem that is close to many companies 

icing today’s delivery problems, we 
believe you will find it particularly 
timely 

You will see how we are planning 


to preserve the good will of our 


many customers during this period 


of increased demands. 

You have our permission to repro- 
duce this letter, should you care to, 
or any part thereof, with the 
thought that it may be interesting to 
many of your readers. 

R. R. WASON, 

President, Manning, Maxwell & 

Moore, Inc., Bridgeport, Conn. 

Mr. Butterfield’s letter reads: 

“At this time, when orders are so 
plentiful from so many _ sources, 
may I express the thanks of all of 
us here for the orders that you have 


igiven us through the years. Your 


orders and orders from good cus- 
tomers like yourselves have kept us 
in business. Without them we could 
not have survived. 

“Permit us to assure you that in 
the period of difficulties that may 
be ahead of us, we will give orders 
from you and our other regular 
customers prompt and continuous 
consideration. 

“We intend to protect our pleasant 
relationship with you throughout 
any emergency that might be ahead 
of us. We may not be able at all 
times to make fire-alarm deliveries 

but we will be able to deliver our 
orders from you ahead of orders 
from new customers to whom we 
are less deeply obligated. 

“You are aware of the important 
improvements that have been made 
in both our engineering and manu- 
facturing. You also should know 
that during the past year we have 
made more additions to our organi- 
zation to improve the quality of our 
personnel. We are in better shape 
than ever in our history to take 
care of an increase in business. We 
are organized to care for our regu- 
lar business 

“You can help us by placing your 
orders as far as possible in advance: 
but whether or not you do, we are 
set up to protect all the require- 
ments that you may commit to us. 

“Please understand that we re- 
gard this as a selfish policy in our 
own interests even more than 
yours.” 

7 v v 


Turning His Lemons 

To the Editor: I thought you 
would be interested in the ad run 
locally by Len’s Sandwich Shop. 
“Where you find the Picket Is 
where you find day and _ night 


service,” says Len “Stop where 


you see the umbrella.” 
It seems that the man with the 
umbrella did not worry him much. 
I don’t think it was just the 
proper thing to do, but it is unusual. 
Joserpu B. CrIveLLo, 
Advertising Specialties, Alton, 
Ill. 


Agrees on Vapidity 
of Republican Copy 


To the Editor: We read the letter 


of Gordon F. Baird of New York in 
your Dec. 2 issue with considerable 
interest and agree with him most 
heartily. 

Apart entirely from our personal 
political opinions, we searched dili- 
gently for some concrete proposi- 
tions in Republican copy and found 
generalizations galore The same 
we might say was true about a 
great many of their addresses 

We specially liked Mr. Baird's 
analysis of the two important fac- 
tors of successful advertising and 
as we said earlier we agree with 
him that they were missing the boat 
right along 

Perhaps, however, if the results 
had been different, a lot of good 
advertising men could have pointed 
out what was right with some of 
the political campaigns 

Stuart G. PHILLIPs, 

Assistant Secretary, The Dole 

Valve Company, Chicago 


> oe ole 


Helping Each Other 

To the Editor Many times I 
have seen reproduced in your pub- 
lication examples of either inten- 
tional or unintentional tie-in place- 


pip meter oy 


. P = 


Bonds and Bond get mutual 
from this newspaper makeup man. 


ment of newspaper 
I thought you would be 
interested in the attached example 
that appeared in the Oakland Tri- 
bune on Nov. 


se in sending this 


Sees Need for hocks 
to Tell Ad Story 


called consumer 
» speeches at a number 
vertising clubs on the subject. 


» been made coordinating chair- 


Angeles club is making on this ac- 


in reading the results of your con- 
sumer essay contests and I have be- 
fore me tear sheets of the winning 
essay and the highlights of the 
others you presented in the sub- 
sequent issues. Through all of thes« 
ideas one point stood out, namely 
—the necessity of having a boo! 
published that would counterac 
the poison being spread by Con 
sumers Research, Consumers’ Unio 

and the “guinea pig” type of book 

Has any action been taken by v: 
rious trade associations to follo, 
up on this excellent thought? E;: 
says by the million can be writte 
and public spirited publicatior 
such as yours can give out unto! 
prizes in thousands as well as spa 
but if action isn’t taken it is all 
wasted effort. 

I am acquainted with such boo 
as O’Sullivan’s “The Poison Pen 
Jersey” and Eskew’s “Guinea Pi 
and Bug Bears.” Are there a: 
others that you know of that ma 
an attempt to answer the guin: 
pig books and are steps being tak: 


,to do anything in the future alo: 


this line? 

Any material that you can bri: 
to my attention will be grateful 
appreciated. 

Maurice W. HEATON, 

Williams, Lawrence & Cresme: 

Company, Los Angeles. 


vv? 
Wants Reprints 

To the Editor: I have been reac 
ing with great interest the articl 
concerning legal protection of ide: 
by Harry Hibschman. Are the 
available in any type of reprin' 
form? It seems to me that such 
reprint would be of interest to bot 
agencies and advertisers. 

ERLE B. SAVAGE, JR., 
General Mills, Inc., Minne- 
apolis, Minn. 
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CHROMURA PRINT 
from KODACHROME 


The ultimate in copy for process plate work—gives new 


reproduction perfection — price $38.00 up — Investigate’ 


PHOTOCHROM - 1141 Belmont - Chicago 
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Net paid circulation last six months: — 
July weet e eee ee eeen ees aa 036, 683 

_ August .... 
September .. 
October oe 


poe bitte tile bce. 1940 seal 
The American Legion Magazine 


A plus of 218.472 


for advertisers, over our 900,000 guarantee 


Black and White Page... .. $1,800.00 © 
Page Cost per Thousand.......$1.61. 


Ss 


- 1,051,166 
. 1,060,656 
/. 1,063,127 


last six months 1940 over 1939 
29% 


The American Lerten Magazine 
New York - Chicago - Atlanta - Los Angeles 
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Australian Fruit 
Growers to Push 
Processed Fruit 


Sydney, Australia, Nov. 2.— 
Advertising will be utilized by Aus- 
tralian fruit growers to develop a 
new market for fruit juice and other 
»rocessed fruit which they are now 
ieveloping. Because of the difficul- 
ies ahead for Australian apple and 
year growers, caused by the lack 
if shipping to take their product 
o Britain, orchardists are giving 
ttention now to copying Canada’s 
xample in converting considerable 
juantities of fruit into juice. 

It has been pointed out by the 
\pple and Pear Board, the govern- 
nent body acquiring and marketing 
ne whole production of the grow- 
rs, that in Canada the consump- 
ion of apple juice has jumped 
pectacularly. “In Canada,” says 
ine board, “advertising has been 
argely responsible for this result, 
and it is important to note that the 
increased fruit juice consumption 
has been accompanied by a largely 
increased demand for fresh apples.” 

New Zealand, like Canada and 
Australia, normally is also a large 
exporter of apples to Britain. A 
New Zealand specialist who recently 
toured the United States and Can- 
ada to study fruit marketing, has 
pointed out that through advertis- 
ing, together with the high recom- 
mendation by medical and dietetic 


bodies, the fruit juice drinking 
habit in North America is wide- 
spread. 


to Renew Drive 
with Lenten Copy 


New Orleans, Dec. 4.—The first 
“Canned Shrimp for Lent” adver- 
tisement in history will open the 
1941 campaign of the Shrimp Can- 
ners National Advertising Associa- 
tion. A renewal of the advertising 
program begun last August was de- 
cided upon by the association re- 
cently when it was found that the 
promotion brought substantial in- 
creases in consumer demand. 

The first advertisement, to ap- 
pear in The American Weekly at 
the start of Lent, will be in four 
colors and will feature a hot cas- 
dish, “Shrimp Steamboat 
Pie.” Subsequent copy during the 
Lenten season will be in black and 
White and will embody the “deep 
sea flavor” theme of the 1940 cam- 


St le 


paign Each advertisement will 
play up the variety of hot as well 
as cold dishes that make shrimp a 
year ‘round food. Entrees, salads, 
appetizers and cocktails prepared 
With canned shrimp will be de- 


scribed and illustrated. 

\ new angle of the 1941 con- 
sumer campaign will be the offer, 
through coupons, of a series of 
recipe cards, each containing one 
canned shrimp recipe and designed 


to tit the standard-sized kitchen 
recipe file. The recipe folder offer, 
made last summer and fall, will be 


-ABELinc 


E\ ER READY S FREE BULLETIN MAKES 
T LLING THE CONSUMER” EASY! 


continued. Details of the new pro- 
gram will be supplied the retail 
trade in ample time to arrange tie- 
in promotions. 

Fitzgerald Advertising Agency, 
New Orleans, is handling the cam- 
paign. 


KXF]J Joins Mutual 


Station KXFJ, Grand Junction, | 


Colo., has become affiliated with 
the Mutual Broadcasting System, 
bringing the total of MBS affiliates 
to 163. 


Gordon to Wheelock 


S. R. Gordon, formerly with N. 
Horn & Co., New York accountant, 
has been appointed office manager 
of the New York office of Ward 
Wheelock Company. 


Myers Wins Promotion 


Sheldon F. Myers, sales develop- 
ment manager of commercial re- 
frigeration and air conditioning at 
the East Springfield, Mass., plant 
of Westinghouse Electric & Mfg. 
Company, has been appointed sales 
development manager of the Middle 
Atlantic merchandising division of 
the company, with headquarters in 
Philadelphia. 


“Secrets of Selling” Out 


Morton S. Rutsky has written a 
book on “The Secrets of Selling” 
which has been published in paper 
covers by The House of Little 
Books, New York. The 14 chap- 
ters are a practical exposition of 
salesmanship, enlivened by many 
actual examples. A summary con- 
cludes each chapter. The price is $1. 


Logan-Walter 
Bill Expected 
to Be Vetoed 


Washington, D. C., Dec. 3.—By a 
vote of 176 to 51 the House this 
week accepted the amendments 
added by the Senate to the Logan- 
Walter Bill. With only nine mem- 
bers above a quorum present, the 
House wrote the final chapter, for 
the time being, to this highly con- 
troversial measure. 

The bill now goes to the White 
House where a veto is believed to 
be certain. Under the 10-day Con- 
stitutional period the President has 
until Dec. 16 to sign or veto the 
measure. Should the latter course 


be taken the President's position is 
expected to be sustained. 

The House might succeed in over- 
riding a veto but it is believed to 
be extremely unlikely in the Senate. 


John Whalen Promoted 


John J. Whalen has been made 
sales manager of the American Pad 
and Paper Company, Holyoke, 
Mass. Connected with the com- 
pany for 25 years, he has been a 
sales representative in the New 
York office for the past 10 years. 


Lorentzen Names Butler 

Lorentzen Hardware Mfg. Cor- 
poration, New York, has appointed 
Butler-Advertising, New York, to 
handle promotion of its Venetian 
blind hardware. Business papers 
and direct mail will be used 


“It’s just plain horse sense!’ That’s the way one frank- 
spoken adman put it as he named WJR Detroit and 
WGAR Cleveland for a healthy chunk of his radio 


66 


spot campaign during the coming year. 


Teamed up, these stations cover two of the nation’s 
most prosperous market areas, where there’s nearly 
three-quarter billion dollars spent annually for grocer- 


ies, more than a hundred 


there are more auto owners than in any single state... 
where farmers have a billion dollar yearly income, and 
workers earn the highest average wage 


million for drugs . . 


roel in the nation. 

Yes, it’s just good old-fashioned horse 
sense to see that your schedules include 
WJR and WGAR, the Great Stations of 
the Great Lakes! 


team to pull our load!’ 


. where 


Hush, Julia, those men aren’t 
talking about us!” 


“My goodness, Dobbin! Guess I have ears. 
That man distinctly said ...*There’s the 


“Don’t get into a dither, dear! Didn’t you 
hear the other fellow? ‘Right you are,’ he 


says... ‘WJR and 


WGAR will haul our 


sales to new highs in the midwest—because 


ca 


wZ. 


Winning and Holding Good Will with Clients and Listeners Alike 


AND FOR REAL “SALES PULL” IN SOUTHERN CALIFORNIA 


THE STATION OF THE STARS 


A OE ES SO Re es 


Beverly Helen lbs Cngele 


CBS ASSOCIATE STATION 


they really cover the ground!” 


GOODWILL STATION. 
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418, as compared with the Novem- | “Freshness Patrol” Is 


/ber, 1939, figure of $8,036,195. For B ki g Copy Feature 


the 11 months of this year to date, 
gross client expenditures have| The Giusti Baking Company, New | 
amounted to $87,148,758. This rep- Bedford, Mass., wholesale bakery | 
/resents a 14 per cent increase over | ptt cy 7. Se ae 
a ee 1939 total of $74,- | Patrol,” which checks the freshness 
: . aa 2 ome * a 1 awe |of the company’s bread in stores, | 
ing along “se —e clip, 1 ovem~ | Mutual scored the most im- | the basis as aronmener advertising | 
ber billings of radio’s three national |pressive percentage increase in|campaign, using the headline, “Po- | 
networks passed the nine million|November. Last month’s billings |liced for Freshness.” Copy features 
dollar mark to chalk up a 10.9 per|of $627,562 were 91.9 per cent | dramatized scenes in the home, and 
cent increase over the same 1939|higher than the same 1939 month,|St0re and on the job where the| 
month, according to statistics com-| when the total was $327,045. NBC’s | = theme is Nera ad | 
piled by the National Broadcasting | gain for the month was 11 per cent, | seller Se “Giebee ogee’ ee 
Company, Columbia Broadcasting | and that for CBS 6.2 per cent being ed i ” campaign, | 
. p . being promoted in the campaign, | 

System and Mutual Broadcasting | The following table gives monthly | also is being featured in a sampling | 
System. jand 
Combined billings for the month | three networks, as well as percent- | leaving sample slices of the bread | 
for all three chains totaled $9,016,- | age increases: ‘in homes and attempting to sell a | 
‘coupon for 10 cents which is re-| 

% Gain |deemable at stores for a loaf of 


Nets Continue 
to Set Records 
in November 


New York, Dec. 5.—Still boom- 


% Gain 


Significant Developments 


Duties of a 
Bank Director 

There has probably never been a 
time in the history of banking when 
a director has been as important as 
in November Banking. Time was 
when a small group of men could 
organize a bank, elect themselves 


cumulative billings for the|effort with a crew of seven girls | directors, hire a manager, and let | 


it go at that. There was more than 
a little truth, in those days, in the 
observation that a director’s func- 
tion was to “attend meetings and 
holler like hell for bigger divi- 
dends.” 

Today the directors in any bank 
have a real job to do. They must 


The Business Digest 


Reported by the Business Press 
Edited by RALPH O. McGRAW 


Nov. ’40 Nov.39 in Nov. 11 mos.’40 — 11 mos.’39 11 mos, | Master Loaf. 
NBC .$4,699,078 $4,234,984 11.0 $45,753,127 $40,964,606 11.7 | menaeiaaeiiens | 
CBS . 3,689,778 3,474,163 6.2 37,205,560 31,010,511 20.0 | NBC Names Blue 
MBS ._ 627,562 327,045 91.9 4,190,071 3,002,083 39.6 |Sqlesman for Detroit 
Totals $9,016,418 $8,036,195 10.9 $87,148,758 $74,977,200 14.0 | ae, See wie 


Using 184 Newspapers 


Somerset Importers, Ltd., New | 


York, has scheduled 184 


Expands Radio Budget 


Blackstone Products Company, 


Transamerican Broadcasting & 
Television Corporation, New York, 
|has been appointed Blue network 
| salesman in the Detroit office of the 
| National Broadcasting Company. 


news- |New York, has expanded its radio | Robert White, who has represented 


papers for December advertising of | budget as a result of successful test | both networks in Detroit, will con» 


Haig & Haig Scots whisky, the 


largest newspaper campaign ever | using 10 local stations and expects 


used for this product. 


campaigns. The company is now 


}centrate on Red network sales. 


The appointments complete a 


man Company, New York, is the the year through Raymond Spector, NBC to establish separate sales 


agency. 


|\Company, New York. 


| staffs for the two networks. 


ITS NOT 


Because 


rey Like the Way WU, 
PRESS OUR PANTS 


O; the increased department store linage for the 


first 10 months of this year over last, the Sun-Telegraph 


carried 3 times as much as both other Pittsburgh papers 


combined. Six out of seven department stores placed 


extra copy in this newspaper, where 74.6% of all plus 


space appeared. 


“SOMETHING # 


as APF 


ENED IN PITTsp,, 


Authority—Media Records, Inc. 


RGr., 


WVU 


a\\\ AVS 


Represented Nationally by Rodney £. Boone Organization 


PITTSBURGH @® NEW YORK ® CHICAGO ® DETROIT @ PHILADELPHIA 
BOSTON @ SAN FRANCISCO ® LOS ANGELES @ BALTIMORE ® SEATTLE 


see that the bank has the best man- 
|agement available; they must adopt 
policies to guide the management; 
| they must supervise the operations 
|of the bank to insure that the poli- 
|cies are being followed; they must 
|keep in close and understanding 
contact with what is going on; they 
/must interpret their community 


L. H. Hart-|to add 10 more after the first of | move started some months ago by accurately; they must adapt their 


|methods, naturally, to swift chang- 
ing conditions. 

To make it still more difficult, the 
directors must see to it that the 
bank serves the banking needs of 
the community adequately; that 
operations are carried on within 
ever narrowing restrictions and 
against hard competition in almost 
every phase of its business. On top 
of this, the directors must so order 
matters that the bank shows a 
profit. 


Processed Meats Output 
Hits All-Time High 

The meat packing industry has 
done a good marketing job, accord- 
ing to an analysis of the business 
in processed meats for the packer 
year ended with October, published 
in The National Provisioner for 
Nov. 30. In those twelve months 
‘new volume records for the pro- 
duction of processed meat foods— 
sausages, canned meats, sliced 
|bacon and meat loaves—were estab- 
lished by the federally inspected 
plants. 

Total output of all sausage in 
the 1940 packer year amounted to 
846,820,000 pounds, compared with 
the 793,511,000 pounds in the 1939 
year. This volume was divided as 
follows: Fresh, 133,638,000 pounds; 
smoked, 593,873,000 pounds; dried, 
119,310,000 pounds. 

Between one-quarter and one- 
third of a billion pounds of bacon 
was sliced during the packer year 
of 1940, more than 64,304,790 
pounds above the previous year. 

Total canned meats amounted to 
721,244,000 pounds for the year as 
against 581,392,000 pounds the year 
before. Meat loaves produced dur- 
ing the 1940 year aggregated 118,- 
220,906 pounds, an increase of 
nearly 12 million pounds over the 
1939 year. 


in Trade and Industry as 


| The increasing popularity  o: 
‘canned hams and luncheon meat: 
‘has been an important factor i: 

‘the gains made in canned meats. 
| 


‘Problems Facing the 


he is today, declares Milton Wright Chemical Industry 


Geared though it be to peace 
‘time development, the chemical in 
| dustry of America is ready for an 
‘emergency, says editor Walter 
|Murphy in the November Chemicx 
‘Industries. No consternation gri; 
|the industry now as it did a qua 
'ter century ago, but today’s conf 
|dence should not be permitted 
‘develop into over-confidence, | 
cautions. 

There are two important diffe 
ences to be noted when conditio: 
fot taper in 1914 are compare 
with those existing today, he poin 
jout. First, war is more high 
| mechanized and successful prosect - 
ition of war is now even mor 
'greatly dependent upon -a_ high! 
|industrialized background. Thi 
/means a much heavier demand fi 
|chemicals. Second, in 1917-19 th 
country had no fear that the se 
jlanes would not remain open an 
‘that it would not be able to dra: 
upon the natural raw materials 
the world. Today there is no suc 
|certainty. And for that reason sub 
stitutes and synthetics must be un 
covered and ersatz programs f 
certain vital materials must | 
adopted immediately. 

Many new chemicals essential t 
defense, some that will effective] 
{replace foreign natural raw ma 
terials, and others which will revo 
|lutionize many existing manufac 
'turing methods, will be exhibited a 
the National Chemical Exposition 
j;to be held in the Stevens Hotel, 
Chicago, Dec. 11-15. 


Closes N. Y. Office 


Dial-Lite, Chicago, new maga- 
|zine devoted to radio programs and 
personalities, has closed its New 
York office and W. E. Simler, East- 
'ern sales manager, has resigned. 


Appoints Geare-Marston 

Commercial Solvents Corporation 
has appointed Geare-Marston, Phil- 
adelphia, to handle consumer goods 
advertising, including Nor’way 
anti-freeze. 


TO REACH THE $2,000,000,000 
(Two Billion Dollar) Negro Market 
in the United States 
Contact us 
We are prepared to assist advertisers and 
advertising agencies in reaching this impor- 
tant and lucrative market. 
Write today for particulars. 


EDWARD A. BAKER CO. 


PUBLISHERS’ REPRESENTATIVES 
457 Book Bldg.—Detroit, Mich. 


14,000,000 (14 million) Negroes in the United 
States spend $2,000,000,000 (2 Billion Dollars) 
annually 

ARE YOU GETTING YOUR SHARE OF THIS 
BUSINESS! IF NOT—CONTACT US—WE CAN 
ASSIST YOU. 


319 E. 44th ST.,N. Y. C. 


| UNDERWOOD & UNDERWOOLE 


oe” 


241 E. ONTARIO ST., CHICAGO 
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GOOD DOODLING 


\Doodler s Meme 
Most folks 


Doed/ers frome) 


To make a 


long stery short, 
The Bess 


These four doodles, reproduced about 
nalf size, represent four days’ advertis- 
ing for Linton's eating houses. 


Doodling Makes 
Advertising for 
Restaurant Man 


Philadelphia, Dec. 5.—A_ business 
which outgrew “corny” advertising 
has returned to it on advice of a 
top - flight agency which sold _ its 
own staff down the river and told 
the client his own copy and “art” 
was the best recommendation they 
had to offer. 

Unusual as the situation may ap- 
pear to be, it is true. Some years 
ago, Jesse Linton, operator of sev- 
eral 24-hour-a-day restaurants, 
scrawled some “doodles” on a memo 
pad and for want of some better 
idea used them in his scant news- 


paper advertising campaign. They 
caught popular fancy as did his 
“belt” on which dishes travelled 


from kitchen to patron in fashion 
much more familiar in the indus- 
trial than in the restaurant field. 
The company expanded and now 
has more than 20 units in its chain 
restaurants open 24 hours a day. 


Back to Doodling 


In the course of expansion the 
boss’s doodle advertisements were 
forgotten until Gray and Rogers, 
local advertising agency, revived 
them and recommended their con- 
tinuance. 

Occupying less than 50 lines as a 
rule, the advertisements now appear 
daily in the Evening Bulletin and 
twice weekly in the Inquirer, Ledg- 
er, Record and Daily News. The 
annual appropriation runs close to 
$10,000 but Mr. Linton still does all 
the copy and “art” work. The 
newspapers make up the plates and 
the agency job is done, according to 
R. W. Graham of Gray and Rogers. 


Doodles Are Matchless 


Mr. Graham says the style of 
Linton’s doodles is such that no 
professional advertising man has 
ever successfully recaptured its 
charm and_ effectiveness. The 


agency earns its fee by contributing 
ideas and by handling all produc- 
details. 


tio: 


Rang ng from calendars to candle- 
tick this amazing new 912 page 
indiser is the complete answer 
r Good Will Gift considerations 
940-41. Simply indicate your 
ns, addressed to department 
your business letterhead, and 
g free book will be on your 
ithin a few days. 


remium Headquarters 


L Medison St. Chicago 


Promotes Chateau Martin 
Wines in N. Y. Papers 

Eastern Wine Corporation, New 
York, will conduct during Decem- 
ber the largest campaign in its his- 
tory for Chateau Martin wines. 
Copy in four New York newspapers 
will stress the high quality of 
domestic wines and their low cost 
in comparison with imported wines. 

Gaston, trade character, and the 
sale of more than 20 million bottles 
of Chateau Martin wines will be 
featured. H.C. Morris & Co., New 
York, is the agency. 


Spangler Made V. P. 


John M. Spangler, general sales 
manager of National Carbon Com- 
pany, has been made a vice-presi- 
dent. He has been with the com- 
pany since 1915. 


Dairy Products 


Drive Keyed to 
Yule Season 


Chicago, Dec. 4.—So successful 
was the “Butter-Baked Turkey” 
pre - Thanksgiving merchandising 
campaign of the American Dairy 
Association that its $250,000 dairy 
product drive is being continued 
enthusiastically, not only for the 
Christmas season but also for ensu- 
ing occasions. Point-of-sale_ dis- 
play material, newspaper advertise- 
ments, food page articles and radio 
programs are being used. in spread- 
ing the idea of using more butter 
in the preparation of such Christ- 
mas foods as puddings, cakes and 


cookies. One of the features of 
the Christmas merchandising under- 
taking is the distribution of color- 
ful Christmas menu folders, sug- 
gesting and providing recipes that 
call for generous use of butter. 
Immediately following the Christ- 
mas drive the campaign will be 


(highlighted with a silverware pre- 


mium offer which will enable house- 
wives to get the silverware at no 
cost to the dairy industry or re- 
tailer. Tentative plans call for dis- 
tribution of coupons with all butter 
purchases regardless of brand. 

The advertising spotlight will be 
turned on cheese during Lent. 
This phase of the campaign is now 
in preparation and will be released 
soon after the first of the year to 
retail outlets. Special cheese dishes 


will be featured in newspaper ad- 
vertising, over radio and on the 
food pages of newspapers. Tenta- 
tive plans also provide for special 
cheese sampling demonstrations in 
stores. A supplementary butter 
promotion, to be linked with the 
cheese drive, calls for merchandis- 
ing emphasis on buttered hot cross 
buns. 


Brewers in Rural Appeal 

Simons-Michelson Company, De- 
troit, is placing a campaign for the 
Michigan Brewers Association in 
over 100 country newspapers in 
Michigan. It will feature “eggs 
and potato chips from Michigan 
farms” with Michigan beer as a 
tasty threesome. Counter and back- 
bar displays are also suggested in 
a broadside to licensees. 


ANNUAL REPORT 
TO ADVERTISERS 


CREDITS 


DEBITS 


4 ADVERTISING GAINS {or 
4 1940 total 13.7% over 
re 1939, the best previous 


cc year in the magazine's 
a history—bringing the to- 


xs tal for the year to a new 
c, mM  alltimerecordof. .. . 
B CIRCULATION GAINS for 
x 1940 issues over 1939 (12 
a months average) total 
w 9.8%. Circulation of the 
of December, 1940 issue 
ny showed a similar gain of 
x 9.8% over December, 
ee 1939—bringing the year- 
i end figure to a new all- 
“MMA time peak of .... . 
oa EDITORIAL GAINS for 1940 
Ee include modernization 
4 of layout and an in- 
a crease in editorial con- 
Ae tent of 47.3 pages over 
‘ 1939—bringing the total 
x qi for the year to a new all- 


; ~ time high of . . . . . . 


568,000 


549.7 


net paid 


700.2 


Bs PARENTS’ MAGAZINE 
‘. The “Bible” of More Than 565,000 Substantial Homes With Children 
@ NEW YORK, 52 Vanderbilt Ave. CHICAGO, 360 N. Michigan Ave. ATLANTA-SAN FRANCISCO 
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(.1 column of adve rtising comment of 
interest to manufacturers of nationally 
advertised food products and their 
ugencies.) 


is something to make 200,000 
able-to-buy Kansans sit up 
and take notice. For P.S. is 
Profit Stimulation and 
Printed Salesmanship an 
Plus Service rolled into one 

.. asales-producing Food Cooperation Plan 
that does big things for food advertisers in | 
The Topeka Daily Capital . . . that puts 
vour product on the air over the Daily 
Capital Food Keview on WIBW and plays 
it up in special display ads. 


TEN 
“FIRSTS: 
IN A ROW 


POINTS 


cashes ino on The Topeka 

Daily Capital's leading posi 

D tion as a sales influence in 
the $101,966,000 market of 

° lopeka and its 21 Drive-in 


counties, For the Capital is 
FIRST in (1) home delivery circulation, 
(2) drive-in territory circulation, (4) total 
circulation, (4) volume of advertising —all 
classes, (5) news, (6) reader contidence, (7) 
influence, (§) national advertising, (9%) local 
advertising, (10) classified advertising. 


IT’S 
“TIMING 
THAT 


nS ee. 


M DEADIRS ARE ABLE TOBUY 


ix “timed” to deliver the 
goods at low cost. As the 
sole newspaper in the morn 
ing tleld, The Topeka Dailu 
— Capital carries your message 


to able-to-buy readers in 105 
Kansas counties . . . offers special concen 
tration in the responsive Topeka 2l-county 
Drive-in territory . directs your adver 
tising toward readers whose daily shopping 
is influenced in the morning by effective in 
time-for- breakfast) coverage. 


ae, 


aga Lt 


at 


PS. 18 
BATTING 
.876 


Me 


SWELL BUNCH, cH CHARLIE? 
RIGHTO GEORGE AND WE, TOO 
SHOULD ADVERTISE INTHE CAPITAL 


has an enviable batting av 
erage. Long, indeed, is the 
list of protit-conscious food 
ulvertisers who have taken 
ulvantage of this distinctive 
Fool Cooperation Plan 

who have attributed sales gains to the 
Capitals unusual radio and = display-ad 
merchandising who have concentrated 
their Topeka campaigns in the Capital. Re 
sult: the Capital enjoys 87.6% of all na 
tional fouxl lineage in Topeka newspapers 


BS es: 


the Capital offers you the 
line rate in Topeka 


Delivery-timing and full 
news timeliness are behind 
P.S. in the Shopping Capital 


And remember, 
lowest flat mil 
Interested ? W rite 


for details 


Che Coprka 
Baily Capital 


INFLUENCING THE BUYING HABITS 
OF 200,000 KANSANS 


‘Guaranteed Start’ 
Gives Sohio Real 


Winter Sales Talk 


Daring Experiment of 


1936 Chalks Up Sales 


Gains Every Year 


By WILSON B. FISKE 


Cleveland, Dec. 5.—When Stand- 
ard Oil Company of Ohio introduced 


starting” back in 1936, the company 
|had its fingers crossed. Today the 
“guaranteed starting” theme is 
swinging into its fifth year as one 


Mow- for tee first time ie thet bistory of motoring 


WINTER STARTING 
ACTUALLY GUARANTEED! 


reoric! rows Can om 
Fmene TRL POUmT) Ame 
wr cosseur ” waowns 


Eirwer your motor stats 
STANDARD OIL PAYS YOUR STARTING ne 
NOTHING EXTRA TO BUT! NO PREMIUMS TO PAY! 


i 
: 
: 


Ane te mem a he SOMIO pp fon pees etten pennies 
° 


jhe STANDARD OF COMPANT Om 


Standard-ize fot 


AND GET GUARANTEED STARTING / 


Initial copy in the “guaranteed starting” 
campaign, which made its first appear- 
ance in newspapers Nov. 10, 1936. 


of the most successful fall and 
winter promotions the company has 
ever used. 

So dramatic was Sohio’s “guaran- 
teed starting’’ announcement that 
many motorists thought there 
be a catch to it. The offer of 
Start, or We Pay” 
to be true. The absence of any 
special service charges made them 
skeptical, and one of the company’s 
biggest 
such skepticism and_ prove 
Sohio means what it says 
| The claim of company engineers 
‘that Sohio products and_ services 
are foolproof gave birth to the origi- 
nal idea that starting might be 
guaranteed. Such a guarantee, 
however, appeared so_ far-fetched 
that representatives approached a 
well-known insurance firm regard- 
ing it. That firm told them that 
insurance was not required in view 
of the fact that Sohio was going to 
pay the claims. So it was that the 
company started out with the cam- 
paign, resting on faith in its prod- 
ucts and the words of the engineers. 


that 


Claims were to be expected, of 
course, but the extent of the risk 
was an unknown quantity. There 
was no precedent for such a_ pio- 
neering effort. 
Plan Is Simple 

The “guaranteed starting” plan is 
as simple as A, B, C. Those taking 
advantage of the plan are required 
to use Sohio X-70 or Sohio Ethyl 


HOW IT WORKED IN '37 


Gouy-it takes nerve to moke 
an offer like that 

Yes—and mighty fine 

jeum products, too! 


s00t0 


qrvve 
t 


@ CAST STEPS—“NO CKTEA COST TO GET 


GUARANTEED WINTER STARTING 


yor 
GUARANTEED WINTER STARTING 


Newspaper advertisement used during 
the second year of the “guaranteed 
starting” promotion. 


jobs has been to dissipate | 


THE LIGHT TOUCH - 


its sensational offer of “guaranteed | = 


Tearing down the skepticism of unbe- 
lievers was part of the philosophy be- 
hind the 1938 drive, in which copy like 
the above, using the light touch, pointed 
out that the offer was really true. 


Standard’s 10-W or 20-W 
motor oils, Sohio’s Free - Action 
winter gear oils, and Sohio’s free 
battery checking service, to make 
certain that they keep their battery 
at 1.250 minimum reading. 

As one advertisement explained 
it: “When you have taken these 
four easy precautions, you get a 
certificate of Guaranteed Starting.” 
The certificate covers the five chil- 


gasoline, 


liest months, and is an iron-clad 
guarantee that Standard Oil will 
pay the starting service bill if the 


motorist can’t start his car 
assistance. 

Results of this unusual venture 
have been exceptional. The “guar- 
anteed starting’ package has re- 
flected itself on the entire Sohio 
product line, extending far beyond 
the gasoline, 
required in the service necessary to 


without 


\the guarantee. 
must it e guarantee 


“You 
seemed too good | 


THEYLL S7AAT 


when you get your motor oi and gear o! changed 


'Since then, according to John Wie- | 


land, Sohio advertising manager, it 
has been a case of profiting by each 


/year’s copy experience. 


During the second year copy got | 
down to specific consumer advan- 
tages—treating the offer of “guar- 
anteed starting” from a selfish buyer 


standpoint. The appeal was de- 
cidedly rational. 
During the third year the com- 


pany stepped over into the emo- 


| tional field somewhat. And the copy 


‘Winter Starting, it was felt that four 
Conse- 


was designed to simplify the quali- 
fication procedure. In other words, 


where copy had previously outlined | 


|\four easy steps to Guaranteed | 


|steps might sound difficult. 


|quently, the new copy merely said, 


“Use Our Gasoline, Motor Oil and 
|/Gear Oil and Let Us Check Your 
Battery,” thus making it sound | 
simple. 


During the fourth year Sohio held 


up the ogre of winter and used the 


motor oil and gear oil | 


r cu? oF YOUR - 3 


--tllustrates why you should have 


SOHIO GUARANTEED STARTING ! 
/ ee 


ue au) weeTen (Ome 


On WH PAY TOUR Ganeee STARTINS BHA) 


“GUARANTEED STARTING FREE! 


when you gel your mole nl and gaa rl changed for wn lor/ 


In 1939 a snap of the finger symbolized 
the entire promotion. 


| fear selling approach. This was soft- 


jened somewhat by 
| winter” 
l fingers technique. 


or SOHIO WILL PAY THE BILL! & 


| ing” 
|of looking back on four 


An unusual piece of copy included in | 


the 1938 campaign, in which a partial 

list of license numbers of those taking 

advantage of the plan is used as an 
indirect testimonial. 


Since the beginning Sohio has 
used the slogan, “Your Motor Starts 
or We Pay the Bill.” And many 


claims have been paid, although the 
figure is very small compared to the 
number of certificates held. Each 
winter brought its quota of freez- 
ing weather but it wasn’t until last 
year that the real test occurred 
the terrific kind of winter that the 
company feared. So well did the 
company’s products weather that 
period that Sohio is back again this 
year with another great advertis- 
ing program on the theme of “guar- 
anteed starting.” And the company 
now has a more weather-conscious 
public to deal with. In fact, many 
motorists believed that, in view of 
the serious 1939-40 winter, Stand- 
ard might not make its sweeping 
offer again this year. 


How Copy Has Changed 


The announcement and explana- 
tion of “guaranteed starting” was 
sensational enough to make copy 
for the first campaign, in 1936, a 
fairly simple, straightforward job. 


the “laugh at 
and the snap of the 
The theme was 
Cranking-Stalling-Worry- 


tone 


“Avoid 


Success Story Now Told 
This year “guaranteed start- 
has the advantage 
successfu’ 


the 
campaign 


1940 ANNOUNCEMENT 


ELECTED FOR 5 TERM! 


95% WILL GET GUARANTEED STARTING AGAIN! 


tathassastc Obes car owners 127 Standard Od Products 
completely iched one of the worst euters m 2 Decade! 


“YOU START, OR WE PAY!”. STANDARD O11 


The greatest crudemce of Product Fasth over shown im the onl basemens 


First copy in this season's campaigr 
which ran shortly before election an 
utilized the election theme. 


years as conclusive 
value of its offer. In copy the con 
pany is drawing a definite pictu: 
based on a survey of “guarante: 
starting’”’ customers. Two questior 
were asked last spring in this ma 
survey which included busine 
reply cards. The questions we: 
(1) were you entirely satisfied wit 
\“puaranteed starting?” and (2) a 
you plan to get “guaranteed star' 
ing” again next winter? A tot: 
of 96.3 per cent said yes to the fir 
question and 95.6 per cent said ye 
to the second. This established t! 
satisfaction of users beyond a doub‘ 

According to Mr. Wieland, th: 
problem of “guaranteed starting 
has largely been one of making th: 
complicated story simple and easil 
understood. Today the number o 
;people acquainted with it is phe 
nomenally high. By compariso! 
the number of users is low. In be 
|tween lie many who think it mus! 
be good but who have not tried 
yet. Thus the problem is now on 
of getting action on a conceptio 
which is pretty well sold. 

This year, as indicated, Sohio wi! 
set forth its proof. Copy will em 
phasize the fact that “guaranteed 
starting” merely requires the noi 
|mal necessities of winter drivin; 


proof of tl 


YOUR OPPORTUNITY 
TO GIVE AND RECEIVE 


AT THE 
SAME TIME! 


Buy one case of 100 Proof 
SOUTHERN COMFORT from 
your liquor dealer. Give these 
beautifully packaged SOUTH- 
ERN COMFORT bottles to your 
friends for Christmas. Send us 
the receipted invoice from your 
dealer, showing serial number of 
the case. 


You will receive absolutely 
free ... vy prepaid express .. . 
the SOUTHERN COMFORT 
LIQUIDIZER. Two speeds: 8,000 
r.p.m. and 12,000 r.p.m. AC-DC. 
A $15.00 value, guaranteed for 
one year by its makers, the 
Knapp-Monarch Co. 


For Once It’s True . 


GIVE AND YE 
SHALL RECEIVE! 


This offer is good as long as 
our supply of 100 Liquidizers 
lasts, and is limited to executives 
of advertising agencies and busi- 
ness firms not connected with 
the liquor industry writing on 
their own stationery. Not valid 
in states where premiums are 
contrary to law. 


SOUTHERN COMFORT CORPORATION 


503 PIERCE BLDG.—ST. LOUIS, MO, 
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and that there is no extra cost for | paign on “guaranteed starting” were 


liquor only by the drink for on- Aé&S Alumni Members 
winter starting as against ordinary brought out at a winter profit clinic Constitutionality 


premise consumption. 
winter changeover. for dealers earlier in the fall. 


f P Li The “constant rise of the price of Elect Officers . 
McCann - Erickson, Ine., is the oO enn iquor liquor in Pennsylvania to both the} Richard Hubbard, Reinhold Pub- 
Many Media Used agency in charge of Sohio advertis- Law Questioned public and retailer, in contrast to | rosdbat af tos Micatieben & Eon 
Approximately 150 newspapers ing. much tower oo yo all surround- ing Alumni Association of New 
ire being employed to set forth the manent Harrisburg, Pa., Dec. 4—An equity '"8 states was a major factor in| yorK at the annual meeting. Other 
guaranteed starting” message. In Sqles to Columbia 
ddition, a miscellaneous group of 


Sea the launchi > suit. “eggs , . 7 eateataiiad 
suit to test the constitutionality of |” 4. roger =~ — oe ont __.__ | Officers are: Charles Saperstein, 
ea a ae P vivania’s 1 mm be Gross sales of the monopoly sys- | Thomas J. Lipton, Inc., vice-presi- 
wublications circulating in Ohio is _Such ——., as soda aah, ae — a — a tem are expected to exceed $80,- dent; Walter McCarthy, R. B. Davis 
, caustic soda and chlorine, manufac- system has been filed in Dauphin 000,000 this year, with a profit Company, treasurer - Dorothy Stritt- 
eing used. ; ; tured by the Pittsburgh Plate Glass County court by John P. Crane, estimated in excess of $16,000,000 | Matter, Best & Co., recording secre- 
Sohio is also using a strong direct; Company, which have been sold 3 . aida! ’ TE Nhe ’ excess Of 919, 000 Ee. % ii se - oie 
‘ d , . : president of the Philadelphia Re for the state tary; Julia Lynch, Julius Mathews, 
1ail program based on its regular | through the Columbia Alkali Cor- {.. ; ; se ed et e state. vex. AI Treas digicam Sia Apes 
t dit list d its poration, a wholly-owned - sales tail Liquor Dealers’ Association. a _ corresponding secretary. 
ustomer credi ist and on its; poration, a 6 . < aad wae amatnat (ibs Also, Thomas W. Jones, Acme 
ae alae al addi. division, will be handled in the, The suit, directed against State ° ° ° a. Ra ng “cu 
guaranteed starting” list. In addi- | tre "by ‘the company’s Columbia |Attorney General Claude T. Reno; Dygert Joins Milprint Mail Service; Frank J. McGuiness, 
a re. : eet Confort & Co.; and Ted Martin, 
Chemical Division. Personnel, ex- | liquor board Chairman William S. Howard Dy-| directors 
= oe haga 4 ye aoe good Rial, and Liquor Board member gert has resigned ge 
relationships will not be affected by w. Worrell Wagner, must be asta aes 
l the : . ¢ ’ ‘ as a sales execu- 
the change. answered by the commonwealth tive of Reynolds Albert Frank Adds Two 
a ae prior to Dec. 23 Metals Company ; fo soe pop Bas toy C gene 
Prine: : ae Une ie iland, brewer o aldorf beer an 
Spray to James G. Lamb Mr. Crane indicated that behind New York, to ale, and the California Dairy Coun- 
| The California Spray Chemical the equity summons is the dealers’ become sales and cil have appointed Albert Frank- 
Corporation, Elizabeth, N. J., has desire to purchase direct from dis- premneccen an Guenther Law to. handle their 
|appointed the James G. Lamb |tijlers and to sell liquor by the ager of the foil advertising, the Dairy Council 
Company, Philadelphia, to handle eee ae division of Mil- account being handled through the 
advertising for its agricultural and |>°ttle for off-premise consumption. print, Inc, New/gin Fran tone ‘office 7) 4 tter 
é ‘ S é al ¢ Bsc Pggs ; : aggre des . a | oe ‘anciscc ce. re latter 
horticultural sprays in all Eastern | At present all liquor bought by re- York. He had! with use newspapers in educa- 
territories. tailers must be handled through been with Rey- tional campaign 
——— the State store system. Whisky —_ A al the ; 
and gin are marked up 55 per cent Howerd Dygert PAS! ti years. | When You Think of PRESS CLIPPINGS 
Offers Letter Course and wines 50 per cent from distil- <i oak ene appointed. ssor has Think of 
lers’ and vintners’ prices to the 


, = nc tee course in sense UCES (iPPING 
etter writing has been announced | commonwealth, and a 16 2-3 per " ESS 

by Earle A. Buckley, president of cent discount is then given to re- McLennan Made Rep” pr 

the Earle A. Buckley Organization, 


UREAU 
ee holesale “ders Re Howard McLennan, Detroit, has | 
Philadelphia, author of “How to tailers SE Sare ©- been appointed to represent Brew- hy Read wore New ‘papers and Periodicals 
Write Better Business Letters” and tailers — restaurants, hotels, and pr, Digest and Bakers Digest in| ‘°™ Are Read by Any Other Bureau in 
“How to Sell by Mail.” clubs—are permitted to re-sell the 


rn . the World 
Michigan and Ohio. | 187 Chambers St., N. Y Phone BA 7-1779 


“You START, oR WE PA Y!—STANDARD OIL 


Teaneataed Prodwct-Fasth ever shown om the orl business! 


This special Christmas copy will run dur- P 
ing Christmas week this year. 

tion to early reminders, there will : 

be a total of four mailings to those 


who buy this year, to keep them 


as ire 
> é — ee  } § | 
M sold. There is also a direct mail W ~” COORD ION iin a 
Z program to last year’s customers to ak 
iM whom the c¢ é i i 


company paid claims. 
These well-sold customers are be- 


( ing asked to suggest the names of THAT COUN iy 
€ others who might be interested. 


ae | 
1 The “guaranteed starting” offer % - “a 
also is being merchandised by radio. are ye o a 
ist Sohio is now concentrating on fewer aaa ’ 
t and higher powered stations and in- a 
ne creasing its talent and_ offerings. et 
0 The “Sohio Reporter” news program, ; 


which was started in March, 1939, 


~~ j f, 

will be continued as the big air - - ‘9 Fl RS 
drawing card. Two 5-minute and 

two 10-minute programs daily will 


] 

T 

ed 

) be offered over WTAM, Cleveland, 

nk and WLW, Cincinnati. Five-minute j PRE SS . 
‘ae programs will be given every hour 

_ of the day over WTOL, Toledo. 

Exclusive, non-network news J 
rights have been secured for WTAM 
and WTOL. 

Twenty-four-sheet posters were 
employed on approximately 1,000 
boards in Ohio during November 
to sell “guaranteed starting.” In 
addition, taxicab posters are being 
used, and street car cards are em- 
| ployed in the Cleveland area. 

While the company refused to re- 
lease any figures dealing with the : the ace 
number of certificates which have ' ND THROTTLE i Be 
been released, one 1939 advertise- TICK. RUDDER A 
ment declared that the number of 
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9.9.0 —52e% KIMBERLY-CLARK CORPORATION 
}-stablished 1872 
Machine Processed for NEENAH, WISCONSIN 
UNIFORMITY + OPACITY~ INK AFFINITY + STRENGTH 
; ie PRINTABILITY * COLOR AND FINISH ‘ New Yorn 122 Fast 42nd Street 

DAY 1000 BiGHT CALL ANY EDWARD PETRY OFFICE Curcaco 8 South Michigan Avenue 
- Los AnGeLes — 510 West Sixth Street 

REG. U.S. @ CAM. PAT. OFF. z 


heyy 


iS ae eet Tn : Pie Bice se Pegs Ce oe oe apa SE ab a he 7 : ‘ | Tyee A it A ; me bie es 
Sn ne, ree es a — Pike se . Sane g ae gat Selah ye ere. ty SS Se ae tote * is 33 en aad : + » es ‘ Pe San ¢ -“ . * > ie - ~ a aa 
PC eC 23 4 
oo i I LR ER ; aa is 
a : hi 
a 
“a 
A oe F 
tt ae 
F Pit 
eo 
ae 
Se _———- s) = 
4 - aur 
ae 
Don't you get caught this winter! [ [== 2>— 
Latames SSssaee «=| Pee 
S25: SEES: | a= | 
— oats , SOHiC 
EEO EO eee 
coal 
i 
p Ag 
SZ i 
F. 
) 7 
a ab 
at 
‘ = 
. a 
. 
Ss 
As wr 
Pr es 
ah. 
ol 
ear cote) me! a 
Pe ae 
+ a vat 2 > | 
j £ hire Bh ci wt? 
8 Be : 7 ”) ir ; 
8 a eee esate = 
a x « See ee ate 
s ; Se, wee 7" 
h ee a ee 
n =r /\ A CC AA Cai / CA A 
d 
re 7 iy 
N . 
ths 6 
: 
— 
: ee 
} f 23 a 
a ¢ :* ’ f ne ’ 4 F ; a 4 te - . ae A Lines we Page 
+ : 2 a a + 4 ‘ 2 ae x z ag —_ ee he See a). ue a Sete: Si : ~ & py Seige ee ¢ Pe ots oR TS aS 
ak ee ‘ott SS ee oF ik Ts Nala ee sdtly Se Ss peg Se oo: ak a Gael ae 
= ‘ee.’ 3 > SD ys “a ey sa od ia io or wna ® ie 1 te ae case wee pan tel eSteere © a eee tee : eg gaeh r —o ud = ee fa 
e oor » eg i x =~) are © oe aft io o * Keg Is ry + . a rat > in re eee yt ee on 


i S. : oti Tiesto r ips 


24 ADVERTISING AGE December 9, 1940 


Use Friendship FRIENDSHIP Growers Solve 


Theme to Push Cost Problem in Getting Personal _ 


. e ° 
In token of services rendered the county’s veterans coco 1940 
Old Style Lager A. Lima Bean Drive the Veterans of Foreign Wars has given medals to Erwin R. Davenport, 
LaCrosse, Wis., Dec. 4.—The 1941 g.m. of the Democrat and Chronicle and Times-Union, Gannett news- 
campaign of the G. Heileman papers at Rochester, N. Y.; Gordon Brown, manager, and Mort Nus- 
i Brewing Company, of LaCrosse, baum, announcer of WSAY, Rochester. At the ceremony Dec. 8, 
: Wis., for Old Style Lager beer, 


ne -J* 


San Francisco, Dec. 5.— Lima 
beans are too inexpensive a prod-| 
uct to put up in packages, but the | 
California Lima Bean Growers As- | 


Simon N. Stein, head of Stein-Bloch, clothing maker, was awarded a 
J which will use newspapers to pene- sociation nevertheless refuses to let) Veterans of Foreign Wars medal as Monroe county’s outstanding 
ae trate 168 markets, will have “Here’s i 5 them lose their identity completely | citizen. . . 
a to Old Style Friendship” as its [ Ahest in the retail store. Karl T. Finn, ad counsel for the Cincinnati Times-Star and former 
theme. \ To that end the growers’ coop- mgr. of the Cincinnati BBB, is getting along fine without his appendix 
. A large portion of the advertis- / Ol st Rang erative sells its product to grocers fo))owing a recent separation. . . Jake Breiele, N. W. Ayer & Son pub- 
= ing appropriation will be used in in 25-pound cartons which con-| ic relations man, is thinking of dropping his rigid diet, it has helpec 
; ut 150 one rue arches? coumrer |tain, in addition to the requisite) jin so much. bc 
v Stale § flee ogee or ee quaeey bad wens, enough Kraft Bernard D. Bell, production mgr. of the Dental Observer for fou 
am mw ken sd nd be hn er ee bags to provide one and two-pound | years, and the former Ceil Wolfson are taking a belated honeymoo: 
: rf) at en gee packages. The bags naturally | at Atlantic City following their private wedding in New Yor! 
| .. corcrctastctc:  |earry the tale of Seaside limas, the| sept 19. . . Albert Bruce, asst.s.m. of Standard Mailing Machine: 
bs ig = eek eeienertet eee yee association’s brand, and they are) fyverett, Mass., has a handsome wrist watch to remind him that he ha 
wee AW hk Ale QUALITY backed up with recipe folders! (ompleted 15 years with the company. . . 
inexpensive Te. - ----@ _ | which are also enclosed in the oat Paul Swaffield, a.m. of the Hood Rubber Co., has just complete 
‘ton. | a busy season as football official. He was referee of the Boston Col 
newspaper ads sco ereourows mame Seaside lima beans are said to 


| lege-Georgetown classic. . . Eldred J. Robinson, a.m. of the Press 
Gazette, Green Bay, Wis., is convalescing following an emergency ay 
pendectomy at St. Vincent Hospital. . . 

Joseph R. Hamlen, v.p. of Albert Frank-Guenther Law and chair 


'be the only nationally advertised | 


PAY! Typical newspaper copy in a new cam- brand on the market, small space 


paign for Old Style Lager featuring a | being used on their behalf in Phys- | 
friendship theme, complete with friend- | ieal Culture and Good Housekeep- | 


—_— : cL pe  ~b | man of the Boston Metropolitan chapter of the American Red Cros 
pre gor heng | wah —- ship buttons. peor act aw s Jew es penn | flew to Santiago, Chile, as chairman of the American Red Cros 
lieve that smart good adver- ees Sees Soe ee ee US’ delegation to the fourth Pan-American Red Cross conference De: 
tising costs too much. Have |newspapers, the remainder being |™arket, and Progressive Grocer! 5.14 He has been prominent in Red Cross activities for more than 
you heard of the results we | spent on outdoor posters, radio and | C@'ries the sory to os inggeoll quarter century. . . 
get, for our clients, with our point-of-sale material. “Old Style _ the eg oa . ~— moe Back in 1910, a young man from Tennessee disregarded his dox 
PLAN and COPY? There Friendship” lapel buttons in red, | handled y ‘ " aeen — tor’s orders and climbed from his bed in a Denver sanitarium to marr 
0 gy Fim ge! . | white and blue colors will be of- a air Ge doadlas one | his Southern sweetheart. Recently, 30 years later, the couple r¢ 
i. eee cemeel We've |fered free to those who write for a $F peteonen eexses . | turned to Denver to celebrate their wedding anniversary and the hus 
eee to ann ORES offs |them. They also are intended to a a) | band’s recovery from tuberculosis. He is Edward H. Little, presiden 
often. They pack a wallop in be worn by beer salesmen and re- | of Colgate-Palmolive-Peet Company, who joined the firm in 1913 afte 

| getting things done that you tailers. — | Announces 1941 Plans his wife, Suzanne, nursed him back to health. . . 
want done! They change | “Consistent newspaper advertis- | Greenspan Bros. Company, Perth Sid Wells, art director at the Chicago office of McCann-Erickson 
minds! make friends! make | ing has contributed in a large meas- Amboy, “N. J.. will use 12’ news-| Won first, second and third prizes in railroad miniatures at the 
customers! make profits! ure to the steady growth of our ‘ 


_ 9 papers in New Jersey, Pennsyl- Springfield, IIl., 
| Such advertising costs about | business,” said Albert J. Bates,| vania and Staten Island for adver-| hobby show. . . 
| a half or less than half that 


peng ‘president. The L. W. Ramsey tising in 1941 of its Flagstaff foods. J. Wayne Eld- HUNTERS GET THEIR BAGS ON TIME 
' usually proposed to you. Have Company, Chicago, has the account. | Outdoor posters and car cards are’ edge, Salt Lake 


yon weet? B/Ge? O-Coder'e? esti |also on the schedule. A. W. Lewin) City mgr, of 


7 Gs? plo e Company, Newark, has the account.| piwint — Grif- 
whe SON HONE in the West? Christian Seieniel | feitiaiatec TA NAG ath oe coe 
OREN ARBOGUST Name of New Paper Names Siesel Agency son, and Joyce 
“ The name of the new Chicago | Stratton Furniture Mfg. Com- C. Harrop, of 
ADVERTISING paper formed by merger of seven| pany, Hagerstown, Md., has ap-| O8den, returned 
Thirty N. Michigan Ave. | religious publications will be Chris-| pointed Harold J. Wiesel Agency,| from Cache 
CHICAGO tian Advocate. New York, to handle its account.| valley with a 
| It was erroneously reported that| Promotional plans to break at the| bag of two elk 
the name will be Christian Ob-| January Furniture Market in Chi- recently. Mr. 
server. cago are now being made. | Eldredge has 
| made his kill 
during the elk 
season every 
year for the 
past seven 
years, with one 
exception, and 
also has bagged 
his share of [, B. Richard, Westclox advertising manager, and D. J. 
buck deer. . . Hawthorne, assistant general manager of the clock company, 
Harold J. show their elation over a successful day of pheasant shoot- 
Rowe, pres. of ing in South Dakota. In the background is Big Jack 
Ambro Adver- Maloney, nenititttis director of the Dakota Farmer. 
a eee, eee i 
Cedar Rapids, Ia., has been elected pres. of the C. R. Chamber of 
Commerce. He will succeed Roy E. Choate, pres. of the LaPlant- 
Choate Mfg. Co., Jan. 1. . . Charles Vautrain, head of his own adver- 
tising agency in Holyoke, Mass., is proud of his contribution to 
national defense in the persons of his two sons, Cadet C. Edward Vau- 


, train, U. S. Coast Guard Academy, and Stanley E. Vautrain, a gob on 

b " the U. S. S. Decatur. .. A book length appeal for human brotherhood, 

\Vo>>. entitled “Revolt,” written in poetry, by John Bunker, pres. of John 

SS Ny L Bunker, Inc., Cincinnati ad agency, has just been published by Cam- 


pion Books, New York. . . 

Henry R. Luce, editor of Time, Life and Fortune, will receive 
the Poor Richard Club’s newly-created award, the P. R. citation of 
merit, at a special luncheon of the Philadelphia club Dec. 10. . . Neal 
Barrett, mgr. of KOMA, Oklahoma City, has been elected pres. of the 
Oklahoma City Kiwanis Club. He and other officers will be installe 
at a dinner-dance in January. . . 

Arthur H. Ogle, formerly a.m. for Bauer and Black, and later 
with Needham, Louis and Brorby, edits a house publication |! 
Lauderdale Beach Hotel, Ft. Lauderdale, Fla., which he operates. 


| Percival White, Research Corp. of America, New York, is “wishing 
W. transports of joy for 1941” with a card picturing a transport plane 
ITH YOUR SAFETY al stake the re- Manhattan-bound.. . 


—_ 


1S MEASURED BY Is 


REUABIUITY 


me 


Frank E. Mullen, vice-president and general manager of N>- 


% liable mechanic is careful about the condi- tional Broadcasting Company, was host to one of his old bosses at a 

% : : little reception in Chicago last week. The other party to the reuni:n 

sy in tion ol your car, With the success ol eed — nigel of Pennsylvania Farmer, who one 
fon | ire r. Mullen as radio Seon. « « 

dea marketing plans at stake, we take particular pains in de- Deciding that patriotism ought to be manifested outwardly, Jay \). 

Lashar, a.m., American Chain & Cable Co., got the idea of distr )- 

a livering information on which vou can rely. | uting a button picturing Uncle Sam and reading, “I am proud to ¢ 

a : | his nephew.” Since that slogan didn’t take into account the patrio’c 

ga “nieces,” it was amended to read “I am proud he is my uncle.” Mo e 

7 than a million have been sold, with proceeds going to the Americ. 


' ed Cross. . . 
aie Jo H N B L A | R & C O M PA NY hows H. Brown, president, Johns-Manville Corp., is winding |» 


| a whirlwind fund-raising campaign as chairman of the New Yo: * 
Nations *presentatives adio Stations chapter roll call, American Red Cross. . . Meanwhile, Milton H. Bio 
ational Re presentatives of Radio Stations | of the Biow Company, Edward Lasker of Lord & Thomas, Jack 


“A 


‘ Tarcher of J. D. Tarcher & Co., George Backer of the N. Y. Post a’ 
William H. Weintraub of Esquire were busy as division chairmen ' 
x sl ; ’ the New York and Brooklyn Federation of Jewish Charities. . . 

:. CHICAGO NEW YORK DETROIT ST. LOUIS LOS ANGELES SAN FRANCISCO Karl Helm, Arthur Kudner publicist, has been granted a leave 
3 520.N Michigan Ave 341 Madison Avenue = New Center Building 455 Paul Brown Building == Chamber of Commerce Bldg 608 Russ Build-ng absence to accept an assignment in Washington. He will serve > 
ne Se Mesay TEE 6084 = Madicsn 7889 Caeemes 4556 Peeapest 3384 Dougles 3188 | assistant to W. Averill Harriman, liaison man on the staff of Edwe 4 

| R. Stettinius, Jr., of the National Defense Advisory Commission. . 
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. of richer, fuller living for every that premise and first determine Some hope that Mr. Hubbard’s a_ steadily broadening audience.” 
Admen Give Ideas man, woman and child. It should |the major fallacies and misunder-j|aim in regard to financial state- The survey on which the report 
consider, above all, the economic |standings about our business which |ments may be accomplished was was based covered 169 companies, 
2 and social progress of the people of | the public holds, then correct these |furnished from another quarter of which 112 advertised their 1939 
on Promotion of America.” false thoughts through a correlated this week. Holgar J. Johnson, statement. More than a half mil- 


Life Insurance 


"Take Your Hair Down," 
Insurance Advertising 
Men Are Told 


New York, Dec. 5.—Advertising’s 
role in correcting erroneous im- 
pressions which many people have 
about insurance and in educating 
the public to understand the social 
and economic importance of insur- 
ance was stressed here today by 


speakers before the Insurance Ad- | 


vertising Conference. 

Contributing suggestions 
meeting the situation were Paul L. 
Cornell, former chairman of the 
American Association of Advertis- 
ing Agencies; Clarence T. Hubbard, 
secretary of the Automobile Insur- 
ance Company; and John B. Gon- 
trum, Insurance Commissioner of 
the State of Maryland. 

Mr. Cornell, former principal of 
Geyer, Cornell & Newell, who is 
now a Connecticut schoolmaster 
and politician, discussed the rela- 
tionship of advertising to the na- 
tion’s economic and social life and 
gave concrete examples of how 
advertising copy keyed to human 
understanding lives on and is still 
applicable years after its creation. 

He cited several Geyer, Cornell 
& Newell advertisements produced 
more than six years ago for E. R. 
Squibb & Co., which are still being 


used effectively. Idealistic copy, 
such as Squibb uses, can also be 
highly effective selling copy, he 
said. 


Can Aid Understanding 


Turning to insurance, he declared 
that “advertising can do much to 
bring about a deep, universal, pop- 
ular understanding of what insur- 
ance can mean in America’s social 
and economic life.” 

Referring to his former partner, 
who was among his listeners, Mr. 
Cornell said that “when Pat Geyer 
and I were little boys and had no 
money, we grew up to think of in- 
surance as the poor man’s bank. 
There you have a popular interpre- 
tation of the service you represent. 
How did we come to think that 
way? Did we read it somewhere, 
or did someone sell us on the idea” 
Are you selling insurance today as 
the poor man’s bank?” 

He pointed out that any adver- 
tising campaign undertaken by an 
insurance company should be con- 
sidered as far more than just ad- 
vertising. “It should be bounded 
on four sides, so that it takes into 
account more than the interest of 
the company itself—more than the 
production of immediate returns. 

“It should consider the major 
objectives of human understanding, 


for 


COLLINS 
MILLER & 
HUTCHINGS 


NC. 7 


PHOTO-ENGRAVERS 
IN CHICAGO 


Wants Inside Story 


Mr. Hubbard declared that “the 
inside story of insurance has never 
been told in its full possibilities,” 
and that 


“the time may have ar- 
rived for insurance companies to 
|take down their hair.” 


He urged the establishment of a 
research bureau to serve the insur- 
ance industry as a whole, and sug- 
gested a Gallup-type poll to deter- 


imine all the erroneous attitudes of 


the public toward insurance. 
“This is a day of poll, a day of 
research—so we should start with 


program in which all 
would cooperate.” 

Mr. Hubbard criticized insurance 
financial statements which the gen- 
eral public does not understand. 
Figures should be so presented, he 
said, that they can be interpreted 
to the public in some understand- 
able way, “by publishing ‘the 
amount of dollars held in trust in 
back of each dollar of premium 
paid, and in simplifying the story 
so that a high school student can 
understand what it is all about. 
The financial story has been told 
but in Greek.” 


companies 


president of the Institute of Life 
Insurance, issued a report on “De- 
veloping Policyholder Interest in 
the Annual Report” which showea 
that 65 per cent of the life insur- 
ance companies will dress up their 
forthcoming annual 
some Way. 


statements in 


Better Reports Seen 

“More and more,” 
clared, “life 
are coming 


the report de- 
insurance companies 
to regard the annual 
report to policyholders as an ad- 
vantageous medium for telling the 
story of life insurance in action to 


lion dollars were spent in this way, 
with 11 companies accounting 
75 per cent of the total. 

the statement in 
has at least three ad- 
vantages from the public relations 
standpoint,” the report continues. 
“It demonstrates on the part of the 
companies a_ recognition § of 
obligation to the public. It 
the current demand for 
closure of information 


for 


“Publication of 
advertising 


their 
meets 
frank dis- 
about busi- 


ness. It provides a medium for 
conveying the basic institutional 
story of life insurance.” 
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rings, but many rings, holding 


ing the pages! By actual test 


A division of The T1 


longer-lasting catalogs, sales manuals, portfolios! 


For years, business firms wanted a /oose-leaf 
binder that was strong, good- 


sonable in cost. SWING-O-RING was—and #s— 


Swing-O-Ring’s extraordinary STRENGTH is 


, Swing-O-Ring’s 
page strength is 600% greater than the same 


page in an ordinary loose-leaf binder! 


Now...to STRENGTH, add these many other 


use On attractive, 


looking and rea- 


interchanged. HANDINESS . . 


contrasting colors. 


... SWING-O-RING a new-type loose-leaf 


binder that for the first time combines amazing 


PAGE STRENGTH with SMARTNESS at low cost! 


features: GOOD LOOKS, in many matching or 


EASE OF OPERATION—in 


books that open swiftly, close smoothly, lock 
securely. VISIBILITY in pages that lie flat and 


true. CONVENIENCE in pages that can be easily 


~-ine ompact ness, 


less weight for salesman’s kits. A// are yours in 


due to multiplicity of rings. Not three or seven 


the pages, protect- 


many unique features. Write us today on your 


MECHANICAL 


SWING-O-RING, INC, 
ed Goat Co., Inc. 


318 Dean Street 


business letterhead. 
& * 
wing-U--Ying 
THE MODERN LOOSE-LEAF 
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Precision Puginecs Estahlis 


Brooklyn. N Y 


Swing-O-Ring! 


Ask your Printer to dummy up your next cata- 
log or sales manual in Swing-O-Ring. Let us 
send you a free Swing-O-Ring pocket note- 


book, that quickly demonstrates Sw ing-O-Ring’s 


BINDING 


SEES 
, as 
J 
aes Po ae 
a pO : 
ee a 
es ns i A ie 2d 
i@e : i 
ae ee 7 5 nist ee 
. : i = * enw. = ; : ee 
i: —_ 
‘ : ° 
5 : 
= a@ 
J : 
=. : ‘7 
. vo ta 
. firms eee 
: ‘ ‘ : e Ps = 
, s 2 i 1 seat: 
| all a ey, i : 
z=  . aS * 
n Yr * ieee a ee ee ae i < : 
ee ° ” F we. ic ea: - i ; 
; rs é ; ies hy ‘ ey ak x A 
7 vm Be a fo ies ag K ian ] a ee s ‘ fe 
' | el A os ‘J c és at Se teil os ‘ nl . 
. z= ' ic 7% ” a eee * a ; , : ’ er, : : * 7 
—— od O44 ' ae CYUND , or ee aren, | 
‘ & PX, 9 ee “mae Melag p ee ea) 7 ys. 
= 3 Se | nf 8 ~~ “ ; aat ee 
JS ._ = ik. See : 
ee (WA et SN - == 
ee (EF, ee Pelt . : 2 
ve i. a — oe g ° > je 
3  & . ’ . ~~ & | ae) i Ee ia 
4 i fee Pare tee gy lng 1A. Eee j , fi 
se ae ae. Same “en i= 4° Sepercs= if dE es 
«berm Phoonk apg ee oa /f as 
4 ee - 4 Ts. eo! A» 5 - Ss aa ji - 
= a ae —e~ “ wienin tes : a 
ta A ae ) ee J . . * i a] = cs =e ne "a P fi 
ee ee 4 " a . — iar fy at 
t .- aie - j P . bs ?} 3 > Pe P, a 
le eR ae 4 Pe Satie PR Mee, r or 
tw ‘ bl ae Ss a EE y Ne. ; Ss 
ae . CO — b "3 ¢ ‘ ; ae, 
= ee \> o mee mi . ¥ a is 
"4 5 ; . CH Pete: OFl “a 
. ae ae . mee = . ‘ pet “ 3 ‘ | * 
J _ ony el i = | — —_——— me - xy ns 
. ’ i a: ee ae : ; : 77 eee ee ee. 
' @ { oi = “« . R FE 
4 a Sere. eee a, _—S PP 
' ey 4 ‘ ear int line 4 . : aN, re Qt), : 
; wll i ang i ee ee a : : — S a 
‘ oe to i See — 0 
| aay ae an 
A +6 } a 
weet | Bbc 
er- ' 
to 
aAu- : 
on 
od, | 
ohn 
m- 7 
mee 
sive 
1 of 
veal 
t! e rs ee - 
a ee 
lled 
- ee—SCSCisaS |. eee 
hing me 
lane ” 
Na- Rn 
ie PS ee 
nion 
one ee a 
by ee ae 
trio es 
» be es 
0''Cc a 
Moe 
ric: ee on 
giv ___ tiles 
Yo: k a si 
Bio v 7 
k a 
fara at 
“ tae 
ve Po 7 
ye 5 
iwa d 
Pe me 
cia ter i tl 8 ne es PD, Ae Oe wR, eir% Aes 
Par. See Pays See ; ll , > 
Ay ee ee BaP Ace og Hae  pcipeaes fe TAS 5 ee oe BP ey os at 
—-— ae. a en ee rst eee ita 2p Ti ose eee Oe Eee yt TE gaat oF A 45 ° sis 3 i : we “ ,% as 
gels Bie om a A ty = — a Ree er pe ie at an 
‘ A, 45-e , Ae oe ae” Mai, amar ~ ani 


Be 2 a ares “os ie igi : ra Ls ities ig ‘ “ é ; i 
26 ADVERTISING AGE December 9, 1940 
mote its records, thus taking ad-|that a price reduction would reduce 


‘Dead’ Phonograph 
and Record Field 
Approaches Peak 


(Continued from Page 1) 


methods Recording artists were 
urged to mention on radio appear- 
ances that certain piece were 
“recent recordings 


Other Things Done 


shown the ad- 
vantage of reviewing records regu- 
larly, and whereas only one paper 
had carried a record column, 500 
feature them now Film directors 
were encouraged to use radio-pho- 
nograph combinations in their 
movies, and 26 major pictures last 
year featured a combination in use. 

RCA bought radio time to pro- 


Newspapers 


were 


Artists and advertising layout 
men everywhere to investigate 
the Schmitt All-Purpose Drawing 
Table. It's a 3 in 1 table of high- 
est quality, yet in the low-price 
field. See it at your dealers or 
write direct to 


SCHMITT & CO. 
1034 14th ST. PLACE DES MOINES, IOWA 


vantage of its unique opportunity 
of offering prospects an _ actual 
sample of its product before pur- 
chase. 

RCA radio sets, which had been 
changed so that record-playing at- 
tachments could be added, under- 
went another change. Instead of 
merely making the that a 
phonograph attachment could be 
fitted on, a dial was added to the 
face of the set for turning on the 
Victrola This neat trick, Mr. 
Joyce explained, served as a con- 
stant reminder to radio listeners 
that their set was not complete, 
that they did not have a_ record 
attachment. 


sets so 


Promotions Help 


The circulation promotion scheme 
used by a number of newspapers 
which sold records at cut prices has 
been a boon to the whole industry, 
he said. 
ular-priced records have increased 
due to the stimulus provided by 
these promotions. 

The price cuts which Columbia 
Recording Corporation and RCA in- 
stituted this year had been consid- 
ered for years, Mr. Joyce revealed. 
The delay was caused by the feel- 
ing that the record business had 
been recreated by advertising and 
other promotional methods, and 


In every case, sales of reg- | 


profits and hence result in cur- 
tailed advertising. The step was 
finally taken, however, with happy 
results. “Buyers of $2 records now 
buy two $1 records,” he said. 


C. J. Foley Joins 
“Hospital Management” 


C. J. Foley, for the past three 
years with Group Hospital Service, 
Inc., St. Louis, has joined Hospital 
Management, Chicago, as associate 
editor. Mr. Foley is the son of the 
late Matthew O. Foley, for 15 years 
editor of Hospital Management and 
founder of National 
now universally celebrated by hos- 
pitals all over the country. Dr. 
T. R. Ponton is editor of Hospital 
Management. 


Sexton Opens in Dallas 


John Sexton & Co., manufactur- 
ing wholesale grocer of Chicago 
and Brooklyn, will open on Jan. 2, 
1941, a distributing plant in Dallas, 
at Houston and Elm streets, incor- 


Hospital Day, | 


porating facilities for serving hotels, | 


restaurants, hospitals, schools, clubs 
and camps in the Southwest. 


| Bogardus Named 


H. D. Bogardus has been ap- 
pointed New York representative, 
with offices at 120 Liberty street, 


lof the Sale Lithograph Company, 
Buffalo, N. Y. 


SPEND THIS WINTER IN 


eeeeeeeeeneuet 


HOTEL ROYAL WORTH 


Beach 


lent cuisine 


and servicer, 
of rates. 


Kexsevu \nNoLtp Vanager 


Few resort hotels provide the 
glamorously tropical setting this hotel enjoys with 
its commanding view of Lake Worth and Palm 
Golf and beach privileges. 
and a considerate seale 


stiggest this as an ideal 


ferently 
tality as well as 
fishing. Excel 


vacation spot, 


vide this choice. 


will suit your ne 


ry. 
Tits WINTER spend your Florida vacation dif- 


in a hotel noted for its cordial hospi- 


its excellent facilities. Whether 


you favor the East Coast or West Coast doesi't 


matter for the Collier Florida Coast Hotels pro- 


You're certain to find one that 


eds perfectly. 


For further details, write to the hotels direct. o1 


tionland. Rates are 


modest, Timoruy Thane. Wer. 


SARASOTA TERRACE The social life of the West 
Coast centers about this modern hotel with it< fine 
facilities for day-time sports and evening activitte & 
You will enjoy Sarasota’s Gulf beaches and cham 
pienship golf courses. Fishing. riding, sailing are 
among activities that make this a first choice vaca 


to LL West 2nd Street, New York City, or con- 


sult your travel agent. 


COLLIER FLORIDA 
COAST HOTELS 


EonGE H. Mason 


President and General Manager 


KENNETH ARNOLD 


Issistant General Vanager 


HOTEL MANATEE 


RIVER Locate in the delight 


Tampa 


, Bradenton. overlooking preturesq ROYAL WORTH 
Manatee River” Rates are modest w i 
: pipe" West Palm Beach 
t 1 ut er | ' " ‘ I hk ‘ 
want if fevit a lees i All 7 
and evers loon clivet no. Hlanoro Ware We 


MANATEE RIVER 
Bradenton 


TAMPA TERRACE 


SARASOTA TERRACE 
Sarasota 


FLORIDAN 
Tampa 


DIXIE COURT 
West Palm Beach 


LAKELAND TERRACE 
Lakeland 


Cldvertisi 


Market Place 


The rates for this department are as follows: 
“Positions Wanted,” 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


30 cents 


“Representatives Wanted,” and 
a line, minimum charge $1. Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in 


$4.75 per inch. 


HELP WANTED 
WANTED—EFFICIENT SECRETARY 


Must have extensive advertising 
background with either agweney, pub- 
lishing on ndvertising department 
experience Position demands rapid 
tenographys hard work and long 


hours. Do not apply unless vour work 
is your first consideration Age 25-30 
Single Reply eivine full informa- 
tion, salary requirements, ete 

tox 2215, ADVERTISING AGE, Cheo 


POSTTIONS WANTED 


Advertising Salesman—S years experi- 


ence trade paper space—Collese grad 
late draft) exempt -expert photog 
raphe Forceful public speaker 


rox S201, Advertising Age, Chicago 


A sules promotion man, with 16 sears 


of specialized experience in the food 
and beverawe field is now available 
His record of unusual results should 
interest a manufacturer of jobber 
who wants more protits from present 
efforts His record includes the or 


fanization of an operation that re- 
sulted in a million dollat of sales in 
the first vear of a new product A 
special promotion in a highly compet 
itive field increased sales over 600 
Present age 45, family man, resid 


ing in Middle West Willing to go 
anvwhere Will be happy to arrange 
for a personal interview, 


Box $209, ADVERTISING Atik, Chee 
Ability! Ambition! Well- 
advertising background 


Eixperience! 
rounded 


agency and direct can tuke hold 
quickly grow vith organization 
effective COP fresh idlea rtunal 
knowledge of production; can serve 
accounts intelligently and efticientls 


Now in responsible kev pos 
major advertiser Age 28, mi 
Box 8211, ADVERTISING AGE, Chero 


calillustration perspectives 


21s 


drawing 


POSTTIONS WANTED 
ARTIST, lny out, 20—Exp. in Res. tie! 


osires more opportunity in adv. a 


lavout 2 vrs. train. Will app. REI 
Box 3213, ADVERTISING AGE, Ch 
1 «. ULLRICH—Specialist— Mech: 


Retou 
ing all media Free lance basis. ID 
7, 540 N. Mich., R 609, Chicago 
Account Executive, Experienced, Su). 
stantial monthly billing W ee 
Hieainst COmmMmissions l 
sires connection well organized 
finuneed agency that has opportun 
References 
how $212 


ADVERTISING AGE, N 
BLSINESS OPPORTUNIT 


Share ADV. AGENCY OFFICE 
Small but growing N. Y Age! 
recognized, has several modern, 4 
Vite rooms Willing to share w 
stnall arency, media rep. or ace 
ecutive, with own billing. Division 
rental (or part billing instead 
rent) (ieneral service thrown 
Conxenial, cooperative. Write full 


tails in strictest confidence. 
Box 3214, ADVERTISING AGE, N 
MISCELLANEOUS 
A SEW WPhcH PROOF SERVICE 
We stretch any type or drawing 


Wily only for reproduction = proc 
Also backslant or italicized. Gua 
teed Mark inquiries att. F. H. Ba 


pres. HARRY BAIRD CORP. Adsett: 

Kinzie Street (his 
POST CARDS 

PHOTOGRAPHIC POST CARDS 


Ze each in lots of 100 or more Ive 
urd oan actual photograph if 
wlos ferrotyped finish Lettered 
desired Send any size photo (ire 


hote Service, Lafavette, Ind 


Manutacturers to 
Urge Changes in 
Anti-Trust Laws 


Page 1) 


propriety of 


(Continued from 


assurance as to the 
such agreements. 

4. Recommendation that the pri- 
mary enforcement of the Sherman 
act should be by civil and not by 
criminal 


proceedings, save in ex- 
ceptional cases 
Interpretation Reversed 


In discussing these 
the NAM committee, 
58 executives small 
and large manufacturers, pointed 
out that the Madison decision had, 
in effect, reversed the interpretation 
of the law hitherto accepted—that 
concerted action by the members of 
an industry to remove an injurious 
competitive practice or condition is 
not a violation of the Sherman act, 
even though such action and the 
elimination of the condition or 
practice may have the effect of 
changing the price level 

Regarding the proposal for a 
procedure whereby industries may 
improve conditions by 


suggestions 
consisting ol 
representing 


competitive 


agreement, the NAM emphasized 
the fact that it is not suggesting a 
revival of NIRA, “but rather a 
means whereby competitors acting 
voluntarily and without coercion 
upon non-participants, may obtain 
a fairly prompt review of an agree- 
ment eliminating unfair practices 


and immunity from prosecution fo 
acts done pursuant to uch an 
agreement where found to be 


within the scope of the anti-trust 


laws.” 

The NAM convention, known a 
the Congress of American Indus- 
try, will have as its theme, “Total 
Preparedne for America’s Fu- 
ture.” 


Marshall Agency Moves 

The Harold Marshall Advertising 
Company, formerly the Embassy 
Advertising Company, at 9 E. 45th 
street, New York, has moved to 565 
Fifth avenut 


Toledo Women’s Ad 
Club Plans Birthday 


The Women’s Advertising Clu 
of Toledo will celebrate its 20t 
anniversary Dec. 10 with an infor- 
mal dinner preceded by a cockti 
party in the Crystal Room of t! 
Commodore Perry Hotel. All fo 
mer members are invited and invi- 
tations are being sent to all who 
addresses are known. 

Janice Mitchell, president of the 
club, is appointing a large commit- 
tee on arrangements and receptio: 
The club was organized in Decem- 
ber, 1920, and the following y« 
became affiliated with the Adver- 
tising Federation of America 


Ward Successor to 


James at Hudson 

H. O. (Herb) Ward has been ap- 
pointed advertising manager of 
Hudson Motor Car Company, De- 
troit, succeeding William A. James, 
retired. 

Mr. Ward, who comes from C. E 
Rickerd Company, was for many 
years advertising manager of the 
Chrysler export division. 


WANTED 
A BETTER JOB 


" N N 
\ Mar 
) ‘ |!’ 
S Ml 
I ] ci 
nt I 
( Ma 
W s 


ADVERTISING AGE 
BOX 3210 


JOHN A. CAIRNS 
_& COMPANY > 


TEXTILE 
ADVERTISING 


45 EAST 17th ST. 
NEW YORK CITY 


Si i ee 
rer —_—— . 
> ae 
e | 
“ & : x 
: | | 
. Pe | | 
; ——————————SSSS—S>S——_—_———_——_—__—_—_—_—_—_—S=>=S t 
| a — —_ a ~ 
ee es | 
ds eC“ eCCCCéCS ¢ 
a 2 ms s 
e : 7 . 
rn ; 
# I 
i ( 
I 
: 
aa cteiemnanerancimmmpnntemnmaie ae 
pers _£ | k 
. Yo An Ted ee : 
V 
ee 
¢ " I 
ay > 
t 
(rane ll LT a a aR 
» 7 v ; 
ni I 
| po : 
ial 
‘i LL 
pr 
" 4 . SS 
wots. i D» fe — 
me ae 
- a 
= " 
a ee 
aianinndiinamninet 
™ ) AY 
al , : 7 7 , 7 7 Ti pe 
‘ ac 
; wy t u [ Gs 4 
) ‘ -s-—-S years news 
| c 
; ee 
| tT 
~. ee el 
e a 
= i 
ad 
yy ' 
ni , 
‘ tdi FS po 
7 s 
EE ee 
id a : “, LY 6 2g ve “ : a c a, : a f e. et Ta : ue 7 af ee | +7 : ‘ ‘g : : : ‘ 2 a 
- % » #5 a ; " a A eS eax + > 5 tas M + bY "gt ES 7 %i a. . ret aa : oi, 3 “ies “3 £ ai i i 2 FS : “e AG Sf a se . iy % ae" 
by 4 Sy ake : ibe “Weeagll : = eh * soe x 4, So rs oS re eee ¥ be <a tite es ae ag a ihe f.¥ Sopp oe 5 . i + 


Jecember 9, 1940 


S 4 o a sha aS. os é 
eae si ka ies ta 


ADVERTISING AGE 


27 


Advertising Men 
njured in Fall 
of Air Liner 


Chicago, Dec. 5.—A heavy toll of 
advertising and sales talent was 
tiken by the United Mainliner 
which crashed at the municipal air- 
port here last night. Among the 
dead are Wilbert J. Austin, presi- 
dent of the Austin Company, Cleve- 


land, and Charles Wesley Manville, 
sules manager, National Refining 
Company, Cleveland. The list of 
injured includes Paul Ryan, for- | 
merly advertising manager of Shell 
Petroleum Corporation, and now 
president of National Refining | 


Company, Cleveland, and George 
Haig, one time advertising manager 


of National Cash Register Com-| 
pany, and at present of Haig & 


Francisco, producer of motion pic- 
tures and sound slides. 

Mr. Manville, who was dead 
when rescuers reached him, also 
was an alumnus of Shell Petroleum. 
He was division manager of the 
company when he decided to join 
his old friend, Mr. Ryan, with Na- 
tional Refining. 

Mr. Ryan left Shell in 1934 after 
several years as advertising man- 
He joined Donahue & Coe, 
New York agency, in that year, but 
two years later became one of the 
principals in Ryan, Leech & Goode, 
a new sales advisory organization. 
He had an opportunity to return to 
his old field two years ago and 
accepted. National Refining is 
classified in petroleum circles as a 
“semi-major company.” Mr. Ryan 
sustained serious fractures in the 
airplane crash and his condition is 


only fair. 


ager. 


Haig’s Miraculous Escape 
Mr. Haig, who escaped with such 
slight injuries that he was moved 
to Passavant Hospital today, is 


BOOKS YOU CAN 
USE PROFITABLY 


Advertising Layout 
and Typography 


iy hugene de Lopatecki, Ao pra: 


easy technique that take 

the ! tery out of lay it ma 
Help vou tra ite vour 
eg nite elective wivertising 
quicktiy. Loequire ne specinl skil 
drawing eontair ti} from 
the trade for etting effect you 
ant. Over 40 working drawings 
nad diagrams $3.00 


Typographer’s 
Desk Manual 


\iso by KBugene de Lopatecki. 
qu tvyr pPeclmer ind data 
irt turn the election and fit 

of tvpe inte a quick Tryipeie 
book” operation $3.50 
. 
Copy Testing 

\ Study Prepared by the Adver- 

tising Research Foundation. \n 

! ediate tor for making a 

ertising expenditures Lo fut 

TIDE A workable 
tie f today method 
PHASIZINE cost technique 
pitta $3.00 


Manufacturers’ Product, 
Package & Price Policies 


\lbert Westley Prey. A: 
' nildi . pI 
pt tT 
i t thet 
New College Grammar 
Mason Long. \ et r of 
expe’ $3.00 


Sent for 5-Day Examination 


Write Dept. W4n7. Within © 
tisfied, return | \ 
inile order, ame Luarantee 


E RONALD PRESS COMPANY 
15E 26th St. PUBLISHERS New York 


credited with being the first depart- 
ment store executive to install a 
cash register. His enterprise im- 
pressed J. H. Patterson, president 
of Naticnal Cash Register Com- 
pany, so deeply that he asked Mr. 


Haig to lecture before his sales- 
men. This talk went over so well 
that Mr. Patterson tendered Mr. 
Haig an offer too flattering to re- 
fuse. Mr. Haig continued to pio- 
neer and was one of the first, at 
least, to adapt to sales processes 
the motion pictures which were 
coming into vogue in production 
circles. While he later went to 


California as first advertising man- 
ager of the California Prune & 
Apricot Growers, he kept the poten- 
tialities of the business movie in 
the back of his mind and a year 
ago entered that field as Dayton, O., 
manager for Haig & Francisco 
The latter is an old business paper 


publisher who also believed the 
moving picture was destined to 
play a leading role in business 


operations. 

Mr. Austin, who apparently was 
killed immediately in the smashup, 
was not only an engineer and 
builder of first rank, but he brought 
to the sale of his services an imagi- 
nation rare in one with technical 
training. The Austin Company has 


been one of the most consistent 
advertisers in the industrial field 

Theodore F. Paulsen, also seri- 
ously injured in the wreck, is a 


buyer in the 
partment of 
Co., Chicago. 


farm implement de- 
Montgomery Ward & 


Former European 
Director for 
Thompson Dies 


New York, Dec. 4.—Capt. Arthun 
E. Hartzell, publicist, ex-news- 
paperman and for 10 years manag- 
ing director of the southern Euro- 
pean offices of J. Walter Thompson 
Company, died of a heart attack in 


his office yesterday. He was 49 
years old. 

For the past two years, he had 
been a member of the staff of 


Harold F. Strong Corporation, pub- 


lic relations organization. He had 
been devoting his full time re- 
cently to the “France Forever” or- 
ganization. 

He was a captain in the Army 


Intelligence during the World War, 
and was with the late Floyd Gib- 
at Chateau-Thierry when the 
famous war correspondent suffered 
the injury which later resulted in 
the loss of an eye. He represented 
the Thompson agency in Paris and 
Madrid. Before the war, he worked 
on newspapers in Philadelphia, 
Pittsburgh and New York. 


bons 


Agency Man Dies 
in Crash at 
Lonely Crossing 


Dec. 2.—-Carroll S. 
account executive of 


De- 
the 


Chicago, 
Jong, 49, 


Phil Gordon Agency, Chicago, wa 
killed and his bride of a month, 
Alberta, critically injured lat 


Saturday afternoon in a_ collision 


between their car and a freight train 


near Fowler, Ind. Mrs. DeJong, who 
was driving, is suffering from ex- 
posure as well as several fracture 
The accident occurred about 5 p. m., 
when dusk was falling and snov 
interfered with vision. 

Mr. DeJong was with the Gordon 
agency for 11 years. He formerly 
conducted his own business in the 
mail order and direct selling adver- 
tising field, and also at one time 
operated promotion service fo 
financial institutions Early in hi 
career he was assistant advertising 
manager of Royal Tailors, Chicago, 
und Phil Lennen, who was just 
beginning to acquire the reputation 

hich he w later to make nation- 


held 
home of 


Funeral ser\ 
in Indianapolis, the 
DeJong 


tod 


Mi 


ices were 


JOHN J. REILLY 


New York, Dec. 2.—John J. Reilly, 
for the last 12 years advertising 
manager of the Hat Corporation of 
America, died Nov. 28 at Murray 


Hill Hospital after a short illness. 
A native of New York, Mr. Reilly 
went to Paris before the World War 
as an agent for Pathe News. At 


and Times-Democrat until March 
when he went to Springfield to 
take charge of the Springfield news- 
papers after the death of his broth- 


the outbreak of the war he returned er, Edson. His brother, Tams, Jr., 
to this country and served in the took charge of the Muskogee papers. 
Army Intelligence Department ~- 

until 1918. Shortly after that he LOUIS P. WILLSEA 

joined the Hat Corporation's ad- Rochester. N. ¥.. Dec. 2.—Louis 
vertising department and was in 


‘ , P. Willsea, 71, former president of 
charge of retail advertising before i 


being made advertising manage} the Rochester Ad Club, and ee 
- = _ dent of the Willsea Works of this 

— city for the past 33 years, died 

CLARK ALEXANDER unexpectedly Nov. 30 in New York 
New Orleans, La., Dec. 2.—Clark following a heart attack He was 


Alexander, sales manager fo 
WNOE, died Nov. 26, following an 
operation in a local hospital. He 
was 33 years old. A native of Paw- 
huska, Okla., Mr. Alexander had 
been connected with radio stations 
in Tulsa, Okla., and Mobile, Ala., 
before coming to New Orleans 


in that city attending a 
the New York State 
Fund, of which he was a 


meeting of 
Insurance 
membet 


ARTHUR J. DUNNE 

New York, Dec. 3 Arthur J 
Dunne, head of the advertising and 
publicity department of the Na- 
tional City Bank of New York, died 
here yesterday of heart disease. He 


JOEL H. BIXBY 


Muskogee, Okla Dec. 1.—Joe] Ws 38 years old and had been with 
H Bixby 59 editor and gen- the bank for 23 years He was a 
eral manager of the Springfield member of the Financial Adver- 
Newspapers, Inc., Springfield, Mo., tisers Association 
died there of a heart ailment Sun- 
day. Although he had not been in EDITH M. LLOYD 
good health, his condition was not Chicago, Dec. 5.—Edith Mar- 
believed to be serious, and he guerite Lloyd, copywriter for 
worked as usual Saturday Mitchell-Faust Advertising Com- 


Mr. Bixby 
of the 


Was general manager 
Muskogee, Okla., Phoenix 


pany, died 
Fospital. 


last night in St. Luke’s 
Miss Lloyd was noted for 


her versatility, writing jovial mas- 


culine copy with as much ease as 
the more delicate appeal to her 
own sex. Other Chicago agencies 
which she served during her long 
career in advertising included 
Blackett - Sample - Hummert and 


Roche, Williams & Cunnyngham. 

Funeral were held here 
tonight, with burial to take place in 
Cincinnati Mrs. Mary L. Lloyd, 
the mother, survives 


services 


IBM Promotes Rumwell 


Reginald Rumwell, who has been 


With the company since 1936, has 
been promoted 
to advertising 
manager of In- 
ternational Busi- 
ness Machines 
Corpora- 
tion, New York, 
succeeding Arch 
Davis, who was 
recently pro- 
moted to the 
post of executive 
secretary Pre- 
viously a mem- 
ber of the sales 

Reginald Rumwell organization in 
San Francisco, 

Mr. Rumwell managed the IBM 

exhibit at the Golden Gate Inter- 


national Exposition and also acted 
as coordinator of the work for the 
exhibit at the New York World's 
Fair 


Like a gigantic, bountifully laden table, stands the 


PIEDMONT PLATEAU 


/ OR JH 


(CAROLINA 


SOUTH 


(PAROLINA 


ISING up out of the heart of the two Caro- 
R linas like a gigantic table...900 feet 
above sea level...stands the Piedmont Plateau. 

Comprising this extraordinary table-land 
are 65 of the richest Carolina counties, most 
of the largest Carolina cities, Carolina's great- 
est buying power and most highly concen- 
trated population, the finest farms, crops, 
cattle, dairies and factories in.all the Carolinas. 

Here are 5500 busy mills —including some 
of the world’s largest textile mills—paying out 
upwards of $250,000,000 annually in wages. 

This Piedmont Plateau is a land of plenty 
—with steady buying power due to a neat bal- 
ance between industry and agriculture. That's 
why advertisers profitably concentrate their 


selling efforts on the Piedmont Plateau 


And right smack in the middle of this 
rore market is Charlotte. 

Here are more branch offices and factory 
branches of national companies than in any 
other Carolina city. And, important to adver- 
tisers, here is the home of WBT, Columbia's 
50,000 watt station—the one station that 
blankets the Piedmont Plateau. WBT—and 
only WBT— has served the Piedmonts from 
within for 20 fruitful years...reaping as its 
harvest an audience loyalty that has set a 
pace for all radio. 

Sell the Piedmont Plateau and you've sold 
the heart of both Carolinas. Only from Char- 
lotte and with WBT's 50,000 watt coverage- 
from-within can this be done profitably. Ask 


us —or Radio Sales—to tell you more. 


CHARLOTTE W BT 50,000 WATTS 


(PLEOMONT PLATEAU) 


OWNED AND OPERATED BY THE COLUMBIA BROADCASTING SYSTEM * REPRESENTED BY RADIO SALES 
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Bickering Marks 
Conference on 
Tax Barriers 


(Continued from Page 1) 


s old as the history of the conti- 
nent. The founders of the repub- 
lic, he said, did everything in their 
power to prevent the situation 
vyhich has arisen. The Constitu- 
tion of the United States abounds 
1 prohibitions of interference by 
ates with the free flow of com- 
ierce to other states, but the 
pvious intent of the creators of 
he United States of America has 
een circumvented by pressure for 
state rights, thus bringing to the 
fore one of the earliest problems of 
the new republic. 

The pattern for the conference 
vas illustrated by addresses by 
E. M. Wright, field secretary, Iowa 
State Dairy Association, and Dr. J. 
Wilner Sundelson, of Rutgers Uni- 
versity, who took diametrically 
opposed views of results of the 
Iowa tax on oleomargarine. Mr. 
Wright blamed advertising of the 
John F. Jelke Company, Chicago, 
as the inspiration for the retaliatory 
legislation. Dr. Sundelson - said 
that there is little evidence that 
dairymen have obtained any bene- 
fit from state taxes on margarine. 
The chief losers in the struggle, he 
asserted, are consumers and pro- 
ducers of raw materials. 


ee ae 


Angered by Copy 


a Jelke 
Moines 


Mr. Wright quoted from 
advertisement in the Des 
Tribune of March 15, 1922: 

“Alice Pontiac Hengerveld de Kol 
is one of the thoroughbred cows on 
the famous Jelke farm in the Elgin 
district of Northern Illinois. Jelke 
Good Luck margarine is churned in 
full cream milk from this valuable 
thoroughbred and from thousands 
of other selected cows. .. This 
splendid grade of full cream milk 
used in churning Good Luck mar- 
garine imparts the delicious flavor 
—makes it nutritious—and supplies 
the vitamins that are always pres- 
ent in Good Luck. When you spread 
bread with Jelke Good Luck you 
enjoy the wholesome goodness of 
full cream milk.” The _ logotype 
described Good Luck as “The finest 
spread for bread.” 

This advertising “naturally” 
aroused the ire of dairymen,) 
according to Mr. Wright, and 
1926 they introduced a bill calling 
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And the gaiety of the Pall 
Mall Room, the capital’s 
smartest dinner and supper 
rendezvous. Yet so econom- 
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| “Since 


h business big. 


for a tax of one-half cent as an 
inspection fee for margarine. The 
bill failed to pass, but was reintro- 


duced in 1928, with the tax being 


increased to one cent. 
House but lost in the Senate. In 
1930, a new bill was introduced, 
| with the tax raised to five cents and 
it passed both chambers. From 
1931 to 1939, this tax brought 
$1,490,000 into the state’s coffers. 

In closing, Mr. Wright con- 
}tended that oleomargarine pro- 
ducers should not be permitted to 
use the yellow color, which is the 
‘hallmark of butter, in their adver- 
tising. 


It passed the 


Conflict of Interests 
The competitive 


jected 


angle was in- 
into the discussion on nu- 
merous other occasions. A. R. 
Kaiser, of Sears, Roebuck & Co., 
took one side of the chain store tax, 
while the other was handled by 
Theodore Christianson, of the Na- 


tional Association of Retail Drug- 
| gists. 
Mr. Kaiser declared that the 


|chain store tax is not only a trade 
| barrier against chains from without 
| the state, buta barrier to consumers 
within the state. It discourages 
trade from without the state and 
restricts trade within the state. 
Mr. Christianson expressed sur- 
prise that Mr. Kaiser took such a 
viewpoint, which is “so completely 
at variance with the position the 
mail order houses recently assumed 
in Iowa.” 
“Iowa, 
enacted a 
ago,” Mr. 


like many other 
sales tax some 
Christianson 
“After it had been in effect for 
some time, it was discovered that 
it acted as a trade barrier. People 
who bought merchandise from their 
local merchants had to pay a tax 
which was escaped by those order- 
‘ing from the Chicago plant of 
|Sears, Roebuck & Co. The legisla- 
ture decided to remove that trade 


states, 
years 
continued. 


barrier against local merchants by 
|levying a use tax, which placed 
|customers of Chicago mail order 


of local stores. 

“One would suppose that 
order houses, as professed objectors 
|to trade barriers, would have ap- 
plauded this fair and meritorious 
measure. Did they? They did not. 
They went into the courts and 
jrecently obtained from the supreme 
court of Iowa a decision invalidat- 
|ing the use tax law. The so-called 
mass distributors oppose trade bar- 
which hurt their business; 
they favor trade barriers which 
help their business.” 


in | 


Changes in Viewpoint 


Mr. Christianson charged that 
this is the typical attitude of big 
business. 

1789,” he said, “business 
has supported the protective tariff, 
which is the greatest of all trade 
barriers. The protective tariff made 


important interests, 


largely by automobile manufac- | 
turers, find themselves in such 
complete control of the domestic 


|market and so anxious to expand 
| their sales abroad that they wish to 
lower tariffs, admit imported farm 
products, and thereby create credits 


which can be used in purchasing 
automobiles, typewriters, cash 
registers and other American 
gadgets. 

“Meanwhile the farmers, with 


production costs reflecting factors 
which operate in any protected 
economy, have become protection- 
They cannot meet the compe- 
tition of the cheap land, cheap labor 
and cheap machinery of low tariff 
countries. They demand trade bar- 
riers against Argentine beef and 
corn, Cuban sugar and tobacco and 
Philippine vegetable oils; they are 
unwilling to have these products 
admitted in order that there may 
be created a foreign market for 
|} American automobiles. 

“I agree wholeheartedly with 
these farmers; I agree with New 
England textile manufacturers who 
want protection against Japanese 
competition; I agree with working 
|men who refuse to accept wage 
scales determined by the cost of 
peon labor abroad. And I likewise 
agree with 1,500,000 independent 
|merchants and their 4,000,000 em- 


ists. 


houses on the same basis as patrons | 


mail | 


But now certain 
represented | 
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E. L. Morris, recently 
president in charge of advertising and 


sales promotion for Pabst, discusses 
plans with Clifford H. Wolfe (right), his 
new assistant. (Story on Page 9.) 


ployes who demand protection 
against the ravages wrought by a 
few so-called mass_ distributors 


that are already too big and want 
to become bigger.” 

Mr. Christianson contended that 
the theory that the power of taxa- 
tion should be used only to raise 
revenue and not to regulate busi- 
ness is not supported by American 
tradition. Nor is opposition to 
chain store taxation in conformity 
With accepted principles of taxa- 
tion, he asserted, since it is axio- 
matic that taxes should be levied 
in accordance with ability to pay 
He criticised chain store laws which 


make the basis for taxation the 
inventory on any one day of the 
year, charging that such laws are 


easily evaded by inventory juggling. 
Even if it is true, as asserted, that 


chains justify their existence by 
jselling the consumer at lower 
prices, those lower prices are ob- 


tained by bringing to bear upon the 
producer the impact of overwhelm- 
ing buying power, he said. 


Trucks vs. Railroads 


The conflict between interests 
serving the same field was again 
manifested by statements of John 
V. Lawrence, general manager, 
American Trucking Association, 
and L. W. Horning, regional direc- 
tor of research, Association of 
American Railroads. Mr. Horning | 
attempted to define “trade barrier” 

“A trade barrier is a state law or 


regulation that deliberately dis- 


;criminates against people, products 


or services of another state in favor 


| of the people, products, or services 


} 


appointed vice- 


of the state which enacted such law | 
or adopted such regulation; which | 


actually does restrict or impair the 
free flow of commerce between 
states; which is not necessary to 
protect the property of the state or 


the peace, health, morals or wel- 
fare of its citizens and which can- 
not be corrected by the orderly 
|'procedure afforded to all citizens 
by our courts.” 

“A failure on the part of any 


state to regulate the gypsy peddler 
and to require him to bear his fair 
share of the tax burden,’ he went 
on, “is a definite trade barrier 
against the established merchant 
who employs local labor, pays 
heavy taxes and who must by rea- 
son of the fact that he has to live 
and deal with the people of a com- 
munity, conform to all the honor- 
able practices required of such a 
merchant. 

“If it is a trade barrier to regu- 
late and tax the gypsy peddler, it 
is a trade barrier to regulate any- 
one for the purpose of preventing 
frauds, misrepresentation of mer- 
chandise, etc. The Council of State 
Governments, meeting at Chicago 
a year ago, refused to condemn 


itinerant peddler laws as trade bar- 
riers. They resolved in effect that 
such regulation is necessary and | 


desirable, but pointed out that such 
regulations should not discriminate 
against peddlers from other states 
in favor of local peddlers.” 

He concluded by urging his audi- 
ence not to be deceived by such 
slogans as 
| United States.” 
| “We are not going to destroy 
|interstate commerce in this coun- 


“Don’t Balkanize the} 


try,” he said. “On the other hand, 
|we are not going to destroy state 
| rights.” 


Penalizing the Trucker 


| Mr. Lawrence asserted, on the 
other hand, that many state taxes 
on truck transportation are not 
founded on sound’ engineering, 
safety or economic reasons, but are 
solely the result of efforts to hinder 
highway transportation 

| “For example, a truck operating 
from Chicago to Atlanta must break 
down its load at the Ohio River into 
itwo or more trucks, because of 
Kentucky's low weight limits. This 
use of two trucks to do the job of 
one increases the cost of moving a 


ton of goods 45 per cent. This is a 


tax on the public.” Mr. Lawrence 
said that this country is rapidly 
becoming “The Untied States of 
America.” 

Clement S. Logsdon, Michigan 
State University, described the 
chaos produced by varying tax 
rates on tobacco products. Twen- 


ty-six states levy taxes on cigarets, 


15 getting two cents per package, 
eight others three cents, one four 


cents and two five cents. Five-cent 
cigars are taxed in five states from 


one-fifth of a cent to one cent. 
Chewing tobacco is taxed in six 
states and snuff in four. The fed- 
eral government collects six and 
one-half cents per package for 
cigarets and at least eight cities, 


including New York and St. Louis, 


also tax them. The confusion ex- 
tends to charges for licenses for 
tobacco vendors. Prof. Logsdon 


said that a uniform rate of taxation 
would simplify operations for man- 
ufacturers and retailers. 


Criticises Sales Taxes 


Neil H. 


Chicago, 


Jacoby, University of 
that state and 
use taxes raise the cost of goods to 
retailers and to consumers, cause 
changes in the patterns of consumer 
expenditures and alterations in the 
total amounts spent. They 


ably divert trade from the channels 


said sales 


invari- | 


29 
it would follow in the absence of 
such taxes. He urged repeal of 


such taxes and substitution of less 


burdensome and more equitable 
levies. 
To maintain the balance, Law- 


jrence Leslie Waters, University of 


Kansas, said that use taxes followed 
the inequality that attended sales 
taxes and were designed to restore 
equality. He said that while such 
taxes are a burden on interstate 
commerce, this does not mean that 
they should be abandoned. 


Names Erwin, Wasey 
Gilbert Food Corporation, Web- 
ster, N. Y., has appointed Erwin, 
Wasey & Co., New York, to handle 
its account. A campaign for Gil- 
bert’s Natural Apple will be 
launched the middle of December. 


KRSC and WINX Appoint 

Stations KRSC, Seattle, Wash., 
and WINX, Washington, D. C., have 
appointed Radio Advertising Cor- 
poration, New York, as their na- 
tional representative. 


Your Home in 
Philadelphia 


All the creature comforts graciously 


administered; plus the thrilling atmos- 


phere of a and famous hotel. 


jreat 


Reasonable rates. 


BELLEVUE 
STRATFORD 


IN PHILADELPHIA 


CLAUDE H. BENNETT, Genera! Monoger 


“PAPER SET?” 


We say NO... 


When you contract for space in a 
newspaper, trade paper or maga- 
zine, you are simply leasing white 
space to serve you in selling. What 
goes into that white space is what 
determines the result you obtain. 

You pick your illustration, you 
make a fine halftone, you carefully 
go over your copy, you are pleased 
with the layout of the advertise- 
ment. So far everything is fine 
until you decide to let the “paper 
set.” So you proceed to either 


specify what types are 


and here’s why: 


of your organization or the pub- 
lications. In modern day compe- 
tition it also calls for a good type 
face assortment. And it sometimes 
requires a great deal of time and 
patience to get an advertisement 
to have any kind of appearance 
that will satisfy you. True, the 
cost of the space is often small 
but no space cost is too small not 
to justify the sales message being 
given every opportunity to do 
the required work successfully. 


The additional cost 


to be used in setting 
vour advertisement or 
you take achance that 
someone on the publi- 
cation will interpret 
the layout and give 
you what is needed. 
either of these acts re- 


quires, for good adver- 


tising, anexceptionally 


Reliability 


- ~~ 


FINCHLEY 


jhe 


is not great and the 
simplicity and ease of 
handling as well as a 
good fine appearance is 
not difficult to obtain. 
oa Talk it over today with 
a representative of the 
Faithorn Corporation 


and let him explain the 


“sure way” to handle 


+ Rov teveee 


skilled and technical 


| knowledge on the part 


MEMBER OF ADVERTISING TYPOGRAPHERS' ASSOCIATION OF 


FINCHLEY is a regular user 


of Faithorn Complete Service 


FAITHORN CORPORATION y 


your work. Simply tele- 
phone, Wabash 7820. 


AMERICA 


PRINTING 


DAY AND NIGHT SERVICE 


Ey Ne) 
> wu 
a 
Ad-Setters - Engravers - Printers Ry. a 
504 Sherman St.,Chicago » Wab. 7820 7 PRINTING ¢ 
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| All AS NEWSPAPERS | | 
Have Fared This Year in | 
Advertising Linage 


FIRST TEN MONTHS OF 1940 OVER THE FIRST TEN MONTHS OF 1939 


RETAIL DISPLAY 
DALLAS NEWS 


+618,058 


SECOND PAPER +126,426 
THIRD PAPER) —1,226,528 


PERTH EHH HEHE HEHE EEEEE OE ETESESE SES ES ROTH HEEFT OEEE HES ESE SE SOEEH HEHEHE SHEE ESEOESE SEES ES EEEEEHEEOEEOOES EHS ESE EESEH ES EEES 
SPHERE ETH EEE EE TEES OER EEE SEE EESESEEES EROS ERO EEH EEE SEEEEH ESTEE EH EHH EEO HE SESE HEH EEE E OE EES EERE EE ESESESESE SESH EEE SESE EES 
SOE EES EEEEEEEHEEESEEFEEEEHE SES EEERESEEEEESEEE EEO EEE SEES FED ESHOEEEEE SEE HEEO EEE EEES EEE OEE HEHE EE EEE EOE R ESO PERSE EEEH EEE SEHESESS 
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LOSS GAIN 


TOTAL ADVERTISING 
DALLAS NEWS 


+777,677 


SECOND PAPER +276,789 


— 1,468,054 


THIRD PAPER 


one ees essesssssesssssccescscccccosseeeecms ses sssscsesescescesssessroosesoossenssebocccsccessceseeessesseesesssees Source: Media Records, Inc. 


@ 626 an eames a 


Retail advertising gains of The Dallas News this year exceed 600,000 


lines—nearly six times the gains of the next paper. 


In total advertising the gains of The News approach 800,000 lines, 


or nearly three times the gains of the second paper. 


Advertising volume is far from being a full measure of a newspaper’s 


value to either its advertisers or its readers. Measured in many other 


29 ways The News leadership in its field 1s even more impressive. But 
fea 


the above trend has a significance that cannot be well overlooked. 


THE DALLAS MORNING NEWS 


John B. Woodward, Inc., Representatiies 


A l . t - Radio Stations WFAA (50,000 Watts) and KGKO (5,000 Watts) 
lates. The Texas Almanac and State Industrial Guide 
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NEW CONTAINERS FOR TABLE TENNIS BALLS p O T O 


a 


st a 
eee 
‘os 
“4 
7“ 


Sherwood Anderson (left) caught in the act of telling a couple of working 

admen how he wrote his first successful short story on company time when he 

was a copywriter for Critchfield & Co., Chicago. The listeners are Sam Fuson 

and James H. S. Ellis, Kudner vice-presidents, and Edward Weeks, editor of 
The Atlantic Monthly. 


Acetate sheets from Eastman Kodak Company, with a combination embossed and 
sunken gold foil label, form the containers for these table tennis balls, fabricated 
by Harvard Specialty Mfg. Corporation, Cambridge, Mass. 


SING A SONG OF CHRISTMAS DIAMONDS 
EVERYBODY'S PRESENT FOR 3,000TH PROGRAM 
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‘ZEREX Ment Beil Out/ 
One Fuuinc Does Tus Jos 
... 444 Mimrer lowe 


i ne 


It's obviously good news that's being re- 
layed by this display for duPont Zerex 
produced by Ketterlinus. 


HELP FOR STORES 


When the Richfield Oil Company put the Richfield Reporter on for the 3,000th 
time Nov. 26, this group was present in NBC Hollywood studios for the occasion. 
Standing: Kim Britenstein, president, Hixson-O'Donnell, the agency; F. A. 
Morgan, Richfield vice-president; Robert Hixson, Hixson-O'Donnell vice pres- 
ident. Seated: R. W. Raglund, Richfield chief counsel; A. M. Kelly, Richfield 
vice-president; Charles S. Jones, Richfield president; Don E. Gilman, NBC 
vice-president; and Julian O'Donnell, vice-president of Hixson-O'Donnell. 


ALTER EGO DOES ADVERTISING JOB 


4 NY 
aie. ON 
PLEASE CARRY SMALL PACKAGES 


> vou WONT ACT! 


50°0° 
The National Retail Dry Goods Associa- 


tion is distributing this timely poster to 
member stores. It is the work of Glenn Color page for DeBeers Consolidated Mines appearing in December magazines. 


Golton, and is lithographed in six colors. N. W. Ayer & Son is the agency. 


DISPLAY SHOWS COMPLETE LINE OF VITAMIN PRODUCTS 
| = 


| aa 


PRODUCTS 
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ALTER EGO: F 


ALTER EGO: v\ 


ALTER EGO: > 


SPIRATION 


§ 
t WSS: Mc Settee See cies Oa ; 4 This comprehensive window display for Upjohn vitamin products, with the center of interest a fine color pictorial by the 
thoritotive infor as famous artist, Norman Rockwell, completes a powerful but dignified ethical approach to the consumer in keeping with 
the prestige enjoyed by the company. Utilizing human interest and honoring the medical profession, the pictorial is made 
Ore of an unusual series of business paper advertisements in which “Alter Ego” up as a separate framed piece which can be removed and hung on store walls after the complete display has served its 
®gos an executive on. In the original version, the inner man shows up in a purpose. The display was created and produced in full color by The Forbes Lithograph Company, for The Upjohn Com- 
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ALL ATTENDANCE RECORDS BROKEN : 
a 
AT THE CHICAGO HERALD-AMERICAN : 
- p 
t 
f 
n 
k 
A crowd of 22,000—largest ever to see Mary Martensen Cooking School, bring- 
a basketball game—cheered and ing the year’s total attendance to about . 
roared at the Chicago Stadium Friday. 50,000 housewives. Monday noon: the . 
November 29. The Herald-American weekly Quarterback Luncheon, where b 
sponsored this game, brought together 10,000 business and professional men d 
the foremost cage stars of the nation. have rehashed the football games this tl 
promoted a new thrill—and Chicago season. 
acclaimed a new annual feature for Things are happening in Chicago. The 
its sports calendar. Herald-American is making the wheels 0 
It was another bright spot in the Herald- hum ... Whether you want to reach g 
x American's long string of winning men, women or children with your T 
scores. Friday night: the basketball advertising. the Herald - American q 
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game. Thursday of the same week: a 


provides you the audience! 
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